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RIGHT NOW... 


is the time to sell 
TINGLEY RUBBERS and BOOTS 
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will see Tingley advertising in FARM MAGAZINES “ie 


andin... 


AND REMEMBER! 


You make more money 

> | with Tingleys because 
Only 16 sizes of 

Tingley Children’s Rub 





bers and Boots give a 

better fit than 46 sizes 

in lined rubber footwear 
UBBER FOOTWEAR FOR CHILDREN ° FARMERS 


Cloromont 


Spartan...tailored pump 
elegance... the perfect suit 
shoe to complement fashion- 
favored beiges and browns. 
Covered leather ornament 
with a touch of gilt, a 23/8 
heel... and the leather, 


of course, Is 


Huesca 


if 


#922 Molasses... and in all 
other Hubschman fashion colours 
... by Schwartz & Benjamin, 
Inc., New York 1, New York 
E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 267 Fifth Avenue, New York 16 





Half-Chukka, s zes 6-12, 3 colors 


Rt 
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Wellington Boot, sizes 2-6, 6-12, 3 colors 


BREATHING BRUSHED PIGSKIN 


Hush Puppies 


SS el aoe a BY WOLVERINE 
Chukka Boot, sizes 10-6, 6-13, 7 colors— 
with nylon pile lining, sizes 6-12, 3 colors 


FOR MEN AND BOYS! ‘re fastest selling casual in shoe history. Now available in 


sizes and widths to fit anybody, Hush Puppies have the boot styles that are sure to win—Chukka, 
regular and lined, half-Chukka, and new Wellington Boots! 


(A prediction, if you please, about the new Wellington. It should be a real hot item, especially among 
the kids. Display it in your store, and watch it sell!) 


You'll find Hush Puppies Boots prominently displayed in the fall advertising campaign. Bright, eye- 
catching, four-color ads in THIS WEEK ... PARADE... PLAYBOY ... plus additional major- 
market supplements carry local dealer listings to bring sales right to you. A PARENTS’ ad, too, tells 
about Hush Puppies for the small fry. 


So, join the team—a few dealer territories still available. Write Wolverine 
Shoe and Tanning Corporation, Rockford, Michigan. You'll get a boot out of 
fall shoe sales with Hush Puppies! 


The Hush Puppies Chukka Boot with ny‘on pile lining has been selected by the U.S. Olympic Committee to be 
worn as part of the official uniform of the United States Winter Olympic teams. 
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America’s LARGEST SELLING ~ 
Children’s Rubbers 
@ EASY ON—they STRETCH 
® No Lefts or Rights to confuse 
© ANKLE-HIGH PROTECTION—not cut 
down at sides. Compare 
© WEAR 100% FACTORY GUARANTEED 


Red or Brown [Sizes 3'/,-9//2) 29 
$1.79 ae ] ° 
(Sizes 2'.-6'/2) Retail 


Rugged! All Rubber! Warm! 


No plastic. Won't stiffen or 
peel. Won't rub ankles or legs. 


Colors: Red or Brown. 
Priced for Volume 9 I : 
(Sizes 6 to 12) ... Retail 
(Sizes 12 to 3) ... $2.69 ret. 


NEW MARXIE-‘‘totes’’ for 
Women! Smart new SIDE BUT- 
TON styles with tapered toe. 
PURE RUBBER in SEE THRU 
SMOKE or Jet Black. 

Sizes Small, Medium, 


In The Next 90 Days 


SHOE MEN WILL SELL... 








Be ready...don’t miss this 
important extra Business! 


Mail the coupon below to get FREE DISPLAY 
BAR, DISPLAY POSTERS, NEWSPAPER AD MATS, 
AND THE STOCK YOU NEED FOR FALL. 


BEAT LAST YEAR! Suggest “‘totes’’ with every 
pair of Children’s shoes. When ONE out of 
THREE buys “‘totes’’ with’shoes . . . you increase 
your total children's business by 14%. 


WANT MORE TRAFFIC? Run “totes” news- 
paper ads... . we pay '2 cost! Just send us 
tear sheet and bill for space. 


by 88 Wholesale Distribu 
iv STOCK ; scoot a 


MAIL TODAY to your “totes” wholesaler or 
So-Lo MARX RUBBER CO., Loveland 7, Ohio. 


{ ) Attached order is for 48 
pairs of Children’s “totes” or 
more. Please rush free display 
bar, ad mats and posters for 
styles I've ordered. 
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SUEDE brings fashion 
excitement to the season ahead. 
A new, irresistible look 

is given shoes styled 

in TAN-ART Suede... 

the leather with such 


luxurious nap. 


Like a well-kept putting green, 
TAN-ART Suede has a tightly packed 
pile of velvety texture, 


vibrant and deep in color. 


Top-quality shoe houses use TAN-ART 


Suede Kid consistently. 


TAN-ART CO., INC. 
division of 
G. LEVOR & CO., INC. 
GLOVERSVILLE, N.Y. 
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Care 


Extra care in selecting leathers and 
lasts ... Extra care in manufacturing 
... Extra care in styling... Extra 
care devoted to fit... America’s 
fastest growing 
juvenile line keeps 
moving up by 
delivering extra care 


every step of the way. 


Bl 3 $5, $6, $7 Shoes 


shown on p Sect] IN STOCK 
Big ico TV 7 Soe 


Now Nationally Televised on 
CBS’ BIG PAY-OFF 


an added plus for the ever-growing group 
of shoe merchants who feature this in- 
stock line of quality-built juvenile shoes. 


fis} BLUE BONNET SHOE COMPANY, 5 FRANKLIN STREET, LAWRENCE, sh atta tact 


ot” 
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"You don't have 
‘. to bea 
detective 
to find 
Successful 


Me %, 
* 


f 


. a RY Ys 


Dealers. 


THEY 
ALL 
SELL 


wT 


SHOES FOR CHILDREN 


New York City Sales Office: 463 Marbridge Building 
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Striding high in the sport scene—this handsomely simple blucher with the 
clean, classic lines— crafted by BERMUDA CASUALS in supple, glove-soft 
leather, ideal for leisure. And a real pleasure afoot because it's cleverly 
cushioned with Goodyear'’s exclusive AirFoot. Famous for “barefoot- 
buoyant” comfort— breeze-light ease — carefree wear! 


Cushions without bulk! Airroot by Goodyear has superior “comeback” 
ratio that-permits a thinner sole application with maximum constant comfort 
in a minimum of space. Yet its lighter density stands up better. Evenly 
aerated so it “breathes” without weak spots. Gives full, unfailing support 
for the life of the shoe. Years of use have proved that Airroot by Goodyear 
has. never let anyone down! Amroor—sure sign of fine’ shoemanship.” 


ONLY. AIRFOOT HAS THIS FLEXIBILITY! Oe 
Makes shoes free. and easy as slippers; PZ 
Gives a luxurious feeling with every step ot 


5 ‘ UL 


_ MADE ONLY BY 


ODFYEAR 


World's First, Foremost ond Finest Foam Rubber Cushioning 
Designed Specifically for Footwear 


es NOTE TO SHOE MANUFACTURERS: For samples 





Consider 





United 

Service 

Asa 

SOURCE OF PROFIT TO YOU 


How much have you lost in “Seconds” or “Rejects” during the last 
year? Has machine wear been considered as a cause? 

Staples may not be holding, welt butts may be open, or heel seat fitting 
inaccurate. Are your operators wasting time trying to correct the results 
of machine wear? 

As machines are used, working parts develop wear, adjustments be- 

SERVICE come less effective. By looking at the crippled shoe, the United man 
« knows where to look for trouble spots. 
PARTS There are no substitutes for United’s experienced men. They are kept 
abreast of all the latest service information. 

Call your United man today. Let him show you how much United 

Service can save you. 


oa 
WJnited. ee 
Boston, Massachusetts 
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PRESCO 


(formerly Verano) 


natural beauty 


in leather... 


silky smooth... 


|e} aun et- 0-7 0r- 0 mr- Bare 


1e- Bn hol @-Tomm moronaa-t- 5 


NERS OF Sipe Upper LeatHer, Boston, Massacn 








Reflecting the Demands of Fashion 


VONITE / 
EK A 


Lighter, more flexible, 


longer wearing— 


nothing soles a fine shoe 
with more finesse. 
It’s the new finishing touch 


“a 
Ga 


to footwear fashion — not on all shoes 





...Just the best ones AVON SOLE COMPANY 





ESQUIRE SCUFF-KOTE 


You get 24... You pay for only 22!!!_Limited Time Only!!! 





BIG 10% EXTRA PROFIT...over Your Usual Big ESQUIRE Mark-Up! 


Independent research organization* reports — 
85% OF ALL SCUFF POLISH SOLD IS ESQUIRE 
SCUFF-KOTE! Now you make even more than be- 
fore on the polish that sells the most! Cash in— 
during the peak Back-to-School selling period, just 
ahead. Order now—order plenty—and rake in that 
big 10% added profit, while this exciting 24-pack 
deal is in effect! 


*name on request 


BACKED BY GIGANTIC ESQUIRE “AD CAMPAIGN” 
Big Color Ads in LIFE...TRUE STORY...GOOD 
HOUSEKEEPING plus dominant TELEVISION CAM- 
PAIGN—strong-selling spots saturating every key 
market, coast to coast! 

EXCITING, NEW, IMPROVED FORMULA...with ex- 
clusive “LIQUID LEATHER ACTION” helps renew the 
surface as it shines! Now even greater than ever 


before, in sales-appeal! KNOMARK INC., Brooklyn 11, N. Y. 
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International, Brown Raise 
Prices of Some Fall Shoes 


ST. LOUIS—Both International 
Shoe Company and Brown Shoe 
Company have announced new 
price increases on some of their 
fall shoes. 

Effective July 20, International 
raised wholesale prices two to 
three per cent on a share of its fall 
styles. The increases were re- 
vealed by M. R. Chambers, vice- 
president in charge of sales. The 
upward adjustment, he said, was 
necessary as a result of the con- 
tinued rise in the costs of raw 
materials. 

Earlier, Brown Shoe Company 
lines, except for the Smartaire di- 
vision, had raised prices by an 
average of three per cent on some 
fall shoes. Louis J. Schaefer, vice- 
president, sales, said the increases 
went into effect July 13. 

Mr. Schaefer added, ‘‘Higher 
prices established in April at the 
start of the fall selling season 
quickly fell behind rapidly advanc- 
ing hide and leather prices.” 

Suggested retail price ranges of 
Brown Shoe Company brands set 
last April were not increased. 





Chain Sales for First Half 
Increase 14.6% Over 1958 


COMPOSITE sales of five leading 
shoe chains which have reported 
their volume for the first six 
months, showed a 14.6 per cent in- 
crease over the comparable period of 
1958. 

Kinney scored the biggest gain, 
23.2 per cent. Other increases were: 
Edison, up 16.4 per cent; Melville, 
12.1; National Shoes, 10.9; and 
Shoe Corporation, 10.5. 

For June 1959 alone, the five 
chains registered a composite in- 
crease of 18 per cent in dollar vol- 
ume, in comparison with June of 
last year. Their increases were: 
Kinney, 29.4 per cent; Edison, 19.8; 
Shoe Corporation, 16.7; Melville, 
14.4, and National, 9.7. 

The total number of stores oper- 
ated by the five chains in June 1959 
was 4.3 per cent greater than a year 
earlier. 


August |, 1959 


Rising Prices Accepted at Baltimore 


Neither the steel situation nor 
price increases hampered buying 
at the Baltimore show. As a re- 
sult, it was acclaimed one of the 
most successful showings held in 
that city in recent years. 


BALTIMORE—With higher 
prices and the then impending na- 
tionwide steel strike failing to seri- 
ously hamper buying, the Baltimore 
Fall Shoe Show, July 12-15, was de- 
clared one of the most successful 
shows held here in recent years. 


Some 55 exhibitors displayed 
their wares on two upper floors of 
the Lord Baltimore Hotel. On Sun- 
day, opening day, the entrances to 
exhibition rooms were blocked often 
during the afternoon®and evening as 
large numbers of retailers, includ- 
ing many family groups, sought to 
view the fall lines. 

Greatest business was done on 
Monday and Tuesday, when depart- 
ment store buyers, who had stayed 
away from the opening, came to 
place their orders. 

Higher prices were generally ac- 
cepted, although there was a good 
bit of shopping around among buy- 
ers who had waited until almost the 
last minute to take on fall stocks. 
Imported items, which many have 
been reluctant to buy in the past, 
were said to be selling better than 
ever before. 


While they were not so concerned 
as might have been expected about 
higher prices, a number of buyers 
and exhibitors admitted feeling “‘jit- 
tery” about general business condi- 
tions. Most said they were paying 
close attention to the tense situation 
in the steel industry. 


Consumers to Pay More 


Retailers agreed that price in- 
creases of about $1 on cheaper shoes 
and between $2 and $3 on more ex- 
pensive ones will be felt by consum- 
ers in the fall. 

Novelties received a great deal of 
attention from buyers, and one 
salesman predicted that the novelty 
business will be bigger than ever 
this fall. 


There were chukka boots for men, 
women and children in colors rang- 
ing from dirty buck, gray and tan 
to the popular olive green. 

For women, suedes were big sell- 
ers in shades of green, gray and to- 
bacco brown. Especially popular 
were the deldi-silk suedes in high 
colors of gold, brown, blue and olive 
green. 

Among casuals, flats and wedgies 
sold well. Pointed toes continued to 
be popular in all lines. 

Heels of various heights aroused 
interest. The Queen Anne was an 
especially good seller. 


Slippers in Demand 


High-heeled, richly ornamented 
slippers for home entertaining and 
television watching also were in de- 
mand. For more casual home wear, 
scuffs were among the largest sell- 
ers, along with slippers lined with 
pastel colored shearling. 

Men’s shoes ranged from basic 
styles in the currently-popular deep 
brown shades to casuals with fancy 
stitching and ribbed soles. Some 
styles contained ornamented buckles. 


Boots were most in demand for 
boys. In boys’ leather shoes, black 
was a dominant color, and many had 
square toes. Velvet oxfords headed 
the girls’ lines. 

Representatives of long-estab- 
lished manufacturers reported the 
best business. Some said they had 
to turn down new accounts because 
they had only enough merchandise 
to service their present customers. 


Genesco Plans to Acquire 
Maker of Foundation Wear 


CHICAGO—Genesco, Inc., which 
five months ago changed its name 
from General Shoe Corporation with 
intentions to expand and diversify, 
plans to acquire a manufacturer of 
foundation wear. 

A formal offer to acquire the stock 
of The Formfit Company will be 
made at an early date, according to 
Ben H. Willingham, Genesco presi- 
dent, and Sigmund W. Kunstadter, 
Formfit’s president. 





Headlines 





Administration Opposes Label Law 


The White House's attitude on 
shoe labeling has been revealed 
through letters from major exec- 
utive departments and agencies 
to a House committee. All either 
oppose labeling or take no stand. 


By GEORGE H. BAKER 


WASHINGTON, D. C.—President 
Eisenhower has made it clear that 
there’ll be no federal shoe labeling 
law as long as he is president. A 
show of hands by the departments 
and agencies of the Executive 
Branch of the government removes 
all doubt as to the White House 
attitude toward shoe labeling. 

Even if a label law should be 
voted by the 1959 or 1960 sessions 
of the Congress, it is now clearly 
evident that such legislation would 
be vetoed by Mr. Eisenhower. 

The White House position on la- 
beling, while not a surprise, came 
to light recently in a collection of 
letters from key executive depart- 
ments and agencies to the House 
Commerce Committee. Chairman 
Oren Harris (Arkansas Democrat) 
of the House Commerce Committee 
had asked for views on a labeling 
bill (H. R. 1320) sponsored by Rep. 
Charles O. Porter (Oregon Demo- 
crat). 

The responses were unanimously 
negative. All of these departments 
or agencies either voted against a 
label law or took no position: Bu- 
reau of the Budget, Federal Trade 
Commission, and the Departments 
of Commerce, Agriculture, and 
Justice. 


FTC Postpones Decision 


Of these five executive groups, 
only the FTC gave any hint that its 
position against labeling was less 
than firm. Commission Chairman 
Earl W. Kintner said he and his 
colleagues did not “at the present 
time” know enough about footwear 
marketing practices to say yes or 
no about shoe labeling. 

He pointed out that the FTC is 
currently pressing an investigation 
of shoes and how they are sold, and 
the Commission would be in a bet- 


14 


ter position to comment on labeling 
legislation on the completion of 
this investigation. 

In this manner, the FTC has left 
the door to labeling ajar a bit. The 
Commission’s chairman pointed out 
that the Porter bill (which was 
written at the FTC) was meant 
only as “a framework for congres- 
sional consideration” of the ‘“de- 
sirability of requiring labeling of 
shoes.” 

As to the cost of administering 
and policing a national labeling 
law, Mr. Kintner said he thought 
he could do the job for a minimum 
$150,000 a year by enlarging the 
FTC offices that already administer 
the wool, fur and textile label laws. 


More to Say Later 


Mr. Kintner” made it clear that 
he’ll have more to say about label- 
ing after his field investigators 
turn in their reports on footwear 
marketing practices. 

At the Department of Justice, a 
negative attitude toward shoe la- 
beling was presented by Lawrence 
E. Walsh, Deputy Attorney General 
of the U. S. 

However, it is important to note 
the reappearance of the same 
thread of sympathy toward federal 
regulation that is woven into the 
FTC position: The Justice Depart- 
ment wonders if the time is not at 
hand to rewrite all federal label 
laws (present and future laws) 
into a single statute, replacing the 
several individual label laws now 
on the books. 

Similar attitudes registering 
either outright opposition or “no 
opinion” were voiced by the De- 
partments of Commerce and Agri- 
culture and the Bureau of the 
Budget. 


Inti. Leather Exhibition Set 


PARIS—The 17th annual Inter- 
national Leather Exhibition will be 
held September 11 to 16 on the 
Paris exhibition grounds at Porte 
de Versailles. Information is avail- 
able from: Commissariat General de 
la Semaine du Cuir, 2 rue Edouard 
VII, Paris 9, France. 


NSMA Names More 


Speakers for Clinic 


NEW YORK—Richard D. Hof- 
heimer, Virginia shoe retail execu- 
tive, has been added to the speakers’ 
list for the National Shoe Manufac- 
turers Association’s annual Mer- 
chandising Clinic. 

Some 250 sales 
and marketing ex- 
ecutives are ex- 
pected to hear Mr. 

Hofheimer discuss 

what a manufac- 

turer can do to 

strengthen his in- 

dividual retail cus- 

tomers. The clinic 

will be held Au- 

gust 6 and 7 at & D. HOFHEIMER 
the Statler-Hilton Hotel here, and 
Mr. Hofheimer will speak on the 
first day. 

He will be a member of a panel on 
the topic, “This Is Your Life, Mr. 
Shoe Manufacturer.” Other mem- 
bers will be Herbert Schiff, vice- 
president, Shoe Corporation of 
America; C. Charles Marran, presi- 
dent of Spencer Shoe Corporation, 
and Iver M. Olson, of NSMA. Mod- 
erator will be Abe Weinman, vice- 
president of Five Star Shoe Com- 
pany, and NSMA Marketing Com- 
mittee chairman. 

Another feature of the clinic will 
be a consumer panel of six house- 
wives, who will answer questions 
from manufacturers. McCall’s mag- 
azine has selected the panel from its 
Congress on Better Living, a group 
of over 1400 consumers. 

Also appearing at the Merchan- 
dising Clinic will be three officials 
of Booz, Allen & Hamilton, a leading 
management consulting firm. They 
will cover organizational trends in 
selling; hiring and selection of per- 
sonnel to sell shoes; and manpower 
development through a motivational 
program. After the general session, 
workshop sessions will be conducted. 

J. Porter Henry, Jr., head of 
J. Porter Henry & Company, a New 
York sales training consulting firm, 
will participate in the clinic along 
with his staff. 


Moderator of this half-day ses- 
sion on sales training and _ sales 
training devices will be George L. 
Herpel, director of management 
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training and development, Interna- 
tional Shoe Company. 

At a Friday luncheon, David Blu- 
menfeld, president of David Blumen- 
teld Advertising, will discuss ‘The 
Big Idea.” Later Milton Woll, mer- 
chandising and retailing consultant 
for Booz, Allen & Hamilton, will 
speak on “How to Strengthen Your 
Individual Retail Account.” 


Stephens Named Head 
Of St. Louis Group 


ST. LOUIS—McLeod Stephens of 
Johnson, Stephens & Shinkle Shoe 
Company has been elected president 
of the St. Louis Shoe Manufacturers 
Association for the ensuing year. 
Norfleet H. Rand of International 
Shoe Company, retiring president, 
moves to chairman of the board. 

Serving on the board with Mr. 
Rand will be Lester V. Tober, Tober- 
Saifer Shoe Manufacturing Com- 
pany; Robert G. Stolz, Brown Shoe 
Company; Paul E. Johansen, Valley 
Shoe Corporation, and Wills T. En- 
gle, Moran Shoe Company. 

Walter Johnson, Brown Shoe 
Company, was named first  vice- 
president of the association for the 
next year. Second vice-president 
will be Joseph K. Goldstein, Kal- 
mon Shoe Manufacturing Company. 
Harry Bennigson, Hamilton Shoe 
Company, was elected treasurer. 

Arthur Gale continues as execu- 
tive secretary. 


Robert Geller Dies at 67; 
Co-Founder of Family Firm 


NEW YORK—Robert Geller, 67, 
brother of Andrew Geller and co- 
founder with him of Andrew Geller, 
Inc., died suddenly July 19 at Long 
Beach, L. I. He was the shoe manu- 
facturing firm’s vice-president and 
expert on leathers. 

Mr. Geller was a founder of 
Temple Israel in Long Beach, where 
he lived for 30 years, and was ac- 
tive in other community projects. 

Surviving, in addition to Andrew, 
are Mr. Geller’s widow, Anna; a 
daughter, Mrs. Stanley Berman; 
three sons, Bertram, Daniel and 
Malcolm; four other brothers, 
Harry, Max, Alfred and Murray; a 
sister, Mrs. Teresa Gerler, and 11 
grandchildren. 
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‘Miss Smiling Ankles’ Picked to Pose for Shoe Photos 


“Miss Smiling Ankles 
of New York," Doro- 
thy McDonough, gets 
her ankle be-flowered 
by Edward Atkins, 
representing National 
Shoe Institute, after 
contest-audition. Her 
feet and ankles will 
be used by NSI in 
“distinguished shoe 
promotional photog- 
raphy." Also pictur- 
ed are (left to right) 
runners-up Karen Dale 
and Mrs. D. S. Wake- 
field, and Mr. Atkins’ 
fellow judges, Bert 
Bacharach, Russell 
Patterson and act- 
ress Peggy Wood. 
Seventy-one contest- 
ants displayed their 
ankles under a thea- 
tre curtain raised 14 
inches from floor of 
stage of York Thea- 
tre in New York City. 
Winner is resident of 
Arlington, N. J. 





George Lerman Fund Set Up 


BOSTON — The George Lerman 
Memorial Fund, which will finance 
a summer day camp for 800 to 1000 
youngsters, has been set up in 
tribute to the late president of the 
Boston Athletic Shoe Company. Mr. 
Lerman died recently at the age 
of 38. 

Already $20,000 has been sub- 
scribed. Contributions may be 
made to the treasurer, William 
Scheft, 101 Exeter St., West New- 
ton, Mass. 





Midwest Travelers Shift 


September Show to August 


CHICAGO—The next show to be 
staged by the Midwest Shoe Travel- 
ers’ Association will be the Holi- 
day Market, August 23-26 at the 
Palmer House in Chicago. 

This show was originally sched- 
uled for September. The time was 
changed at the request of the Na- 
tional Shoe Fair Committee in 
order not to conflict with the Shoe 
Fair. 

The August show marks the first 
for the Midwest group in a new 
location. All exhibitors will be on 
one floor of the hotel. The market 
is to be promoted extensively. 


Shoe and Leather Executives 
Visiting Moscow Exhibition 

NEW YORK — The shoe and 
leather exhibit which Leather Indus- 
tries of America is staging as part 
of the American National Exhibition 
in Moscow, from now through Sep- 
tember 6, is attracting many U. S. 
executives. 

According to LIA, shoe and leather 
executives who announced plans to 
visit the Moscow fair include: 

Eric P. Newman, Edison Brothers 
Stores, St. Louis; George S. Hebb, 
Hebb Leather Company, Boston; Sol 
Sokolsky, Eastmor Leather Trading 
Corporation, Gloversville, N. Y.; 
Simon Chilewich and E. E. Bowen, 
Leather’s Best division of Chilewich 
& Company, New York. 

Also Hector Dominguez, Interna- 
tional Shoe Company, St. Louis; Ar- 
thur Loewengart, Loewengart & 
Company, New York; Miss Ellen 
Michels, Michels- Drew Company, 
New York; Mrs. Lillian Lefer, 
Leathermode, Bridgeport, Conn., and 
Lou Nathan, Lona Handbags, New 
York. 

International Shoe Company an- 
nounced that Mr. Dominguez, its di- 
rector of foreign trade, would be 
available at the Fair for conferences 
with visitors from the Soviet Union 
and elsewhere. 
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Business at Show Is Brisk, but— 
Some Price Resistance Evident at Detroit 


DETROIT—Traffic was good and 
business was brisk for the 25 ex- 
hibitors at the July 12-14 Fall Cara- 
van Show of the Michigan Shoe 
Travelers’ Club. 

Exhibitors found that show traf- 
fic consisted of buyers in a “busi- 
ness mood,” ready to place their or- 
ders, and quite often arriving with 
“their sizes in their hand!” 

Although some dissatisfaction 
over recent price increases by manu- 
facturers was expressed, the loudest 
complaints were from buyers who 
hadn’t ordered fall stock earlier and 
who now faced not only price in- 
creases but late delivery as well. In 
almost every instance, manufactur- 
ers’ representatives reported their 
factories sold up well into Septem- 
ber—with some as late as Octo- 
ber 15. 

A number of exhibitors said they 
have experienced more late buying 
and more resistance to price in- 
creases in Detroit than in other 
cities in their territories. 


Black Suede Leads 


The slender, closed pump on 21/8 
or 23/8 stiletto heel still held first 
place in sales in the women’s dress 
shoe lines. Black suede, a perennial 
favorite, accounted for the largest 
sales percentage. But the calfskins 
and deldi-suedes in new fall colors 
were bought in quantity. Shoes in 
these lines all had a slim, trim air— 
very feminine but very neat and re- 
strained in detailing. 

In the “little heel’ category of 
women’s and growing girls’ dressy 
lines, the Queen Anne, French and 
stacked leather barrel heel were out- 
standing favorites. One exhibitor 
featured a soft pump of crushed 
black leather, with the leather bar- 
rel heel and a bow of carved wood. 

Women’s casual styles were excel- 
lent sellers, from unadorned little 
flatties to cuffed desert boots. Here 
again, styles were on slender lasts 
and of soft, lightweight construc- 
tion on wafer-thin soles. 

Black accounted for 80 per cent 
of the sales in the boys’ dress shoe 
lines. Cordovan was a good second 
choice, followed by brown. Retailers 
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chose the three-eyelet tie with moc 
toe as the best boys’ dress style. 
Also selling well were gored moc toe 
slip-ons. For school and outdoor 
wear the volume sales were in desert 
boots, chukkas and Ripple Sole ox- 
fords. 


‘B and B’ Popular 


In the men’s dress shoe lines, the 
new “B and B” (introduced at the 
earlier fall showing) continued to 
be a sales leader. Several exhibitors 
noted a trend toward a heavier shoe, 
with the swing away from Italian 
styling and lightness. 

Chukka boots were tops with the 
buyers for men’s casual wear and 
were bought in many variations. 
Two were particularly notable —a 
fleece-lined style in glove leather and 
an “almost dressy” moc toe pattern 
in smooth black leather. 

Representatives of house slipper 
lines were pleased with the volume 
of orders written. “Pixie’’ slippers 
in corduroy sold well in the growing 
girls’ and women’s lines. Velvet 
slip-ons and jeweled flatties also 
took their share of orders. 





Our Eagle Goes to Russia 


The American Eagle, traditional symbol 
of freedom, is spreading its wings in 
Moscow this month ... on these cowboy 
boots from Acme Boot Company, Clarks- 
ville, Tenn., for the American National 
Exhibition. The Eagle design, one of the 
company's most popular, is Acme's con- 
tribution to the fair, now in progress. 


Posen Forms Company 


To Import from Britain 


NEW YORK—Leon S. Posen, who 
resigned from Dalsan, Inc., in 
March, 1958, after 20 years with 
the firm, has organized his own 
company here to import British- 
made shoes with American styling. 

The company stems from Mr. 
Posen’s long- 
standing convic- i. 
tion that there is ",2” 

a need for wo-. 
men’s fashion-tai- 
lored shoes which ‘4% 
are not sport or 
dress shoes, but a 
classic in-between 
on low to mid-high 
heels. 

After extensive 
research here and 
abroad, Mr. Posen concluded manu- 
facturing arrangements with two 
companies in England, one in 
Leicester and the other in Norwich. 

Following a nine-month testing 
period, a complete line will be ready 
by mid-September for presentation 
to U. S. retailers. Deliveries will be 
set for late November or early De- 
cember. These shoes will constitute 
the spring-summer 1960 line. Re- 
tailing at $20 and $30, they will be 
made in the latest colors on 15/8, 
18/8 and 21/8 heel heights. 

Mr. Posen’s new firm, called Leon 
S. Posen & Company, Inc., has set 
up offices in the Empire State Build- 
ing. Shoes will be shipped from 
New York City. 

Styling of the shoes will be 
screened by a leading shoe designer 
in New York, Mr. Posen said. She 
will incorporate her own style ideas 
with those of the British factories. 

To handle technical responsibili- 
ties, the new firm has called Ben 
Benjamin, a shoe manufacturing 
craftsman, out of retirement. Mr. 
Benjamin, who began his shoemak- 
ing career in England 53 years ago, 
will make pre-seasonal trips to the 
factories in that country. 


LEON S. POSEN 


Brown Shoe Sets Dividend 


ST. LOUIS—Directors of Brown 
Shoe Company have declared a quar- 
terly dividend of 55 cents per share 
on common stock, payable Septem- 
ber 1 to stockholders of record 
August 14, 
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NOHEL Presents . . . New 1959 Fall Line . . . Snuggina® 


Style #170—Children’s Zipper Bootie, size run 3 -8— 
colors: red, pink, blue and maize print, crepe outsole, packed ' 


36 pairs assorted colors to the case. 


Suggested case run: Size 
Quantity 





Style #270—Children’s All Corduroy Zipper Bootie, size 
run 3 - 8—colors: red, pink, blue and maize print, crepe out 


sole, packed 36 pairs assorted colors to the case. 


Suggested case run: we.3 4.5.6 7 6 
Quantity 5 5 6 6 7 7 





Representatives Wanted. 


Some Territories Available—Please Contact. 











Style #470 print, t+472—red solid, Children’s A-Justa- 
Boot slipper, size run 4-10—colors: pink and blue print 
and red, pink, and blue solid corduroy, crepe outsole, packed 


36 pairs assorted colors to the case. 


Suggested case run: me. 4 3.6 F-3:93. 
Quantity 446666 4 





PRICES AND SAMPLES ON REQUEST 
WRITE - WIRE - PHONE 


NOHEL MFG. CORP. tah Representatives 


50 ALEPPO STREET e@ PROVIDENCE, R. |. wast COAST NEW YORK 


i - George Greenbaum Max Elb 
UNion L 3245 Atexendrie Hotel, Room 708 915 West End Ave., Apt. 5E 
Fifth at Spring New York 25, N. ¥. 
Los Angeles 13, California 





50% MORE WEAR! 


New resin impregnation process adds 50% more 


wear to oak sole leather . . . doubles water 


resistance ... prevents slipping and 


skidding . . . increases flexibility. 


Feature Armatan—sell more 


men’s, women’s and 


children's shoes! 


Armatan cuts, works 

and cements easily... 

no rough edges, no tempering or 
mulling needed. Distinctive mahogany 


finish requires only waxing for beautiful appearance. 





esin-impregnated 
sole leather 





... for information on 
display cards and shoe tags! 


ARMOUR LEATHER COMPANY 
/ 
lomonnows- lanuages- Today, 
WILLIAMSPORT, PA. 
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Summer Sell ! 





—“Where were you on July 14th?” was the provoc- 
ative query in a recent reprint of Sales Manage- 
ment’s “Significant Trends.” 


—They had more than Bastille Day in mind when 
they asked their question. 


—Actually, they contended: “Every summer since the 
Year One, we have carried an editorial attempting 
to kil] the persistent hot weather sales attitude that 
‘everyone’s on vacation ... no use advertising .. . 
no use selling hard . .. a summer sales slump is 
inevitable.’ 


—Have we been successful? Apparently not, for 
every year summer advertising and sales efforts drop 
and sure enough there’s a summer slump. Our de- 
tractors say stronger selling wouldn’t have helped 
because everyone’s gone fishing anyhow. 


—‘We decided to check. We asked our editors and 
sales personnel to keep track of all correspondence, 
phone calls and contacts during a typical mid-sum- 
mer week .. . the week of July 14th. We are in daily 
contact with a healthy cross-section of all business, 
so we felt our ‘activity’ would be a good index. 


—‘Here’s what we found: Despite the fact that the 
week of July 14th was in a typical vacation month 
and was a typical vacation week, it was one of the 
toughest work-weeks we ever put in. 


—“A survey by Curtis Publishing Company backs us 
up to a considerable extent. It reports that 21.8 
per cent of all vacations are being taken in the fall; 
10.4 per cent in the winter; 17.3 per cent in the 
spring. That leaves just 50.5 per cent of vacations to 
be taken in the traditional June-July-August period. 

—*“Prospects are alive and available in the summer! 
They can be reached by advertising, by mail, by 
phone, by salesmen. But in summer, or in any other 
season, they have to be reached to be sold!” 


—Where were you on July 14th? On your toes, we 
hope . . . pursuing a strong, consistent, aggressive 
promotion of new shoes. 


£. Bo Tartana, 


Publisher 
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SUMPING-JACKS 


“| can live two months 
on a compliment!” 


' \ And we live (and grow!) 
* on the enthusiasm of dealers 
like Don Sherman of 


The Shoe 


Bay City, Michigan: 


Dear Joe: 


After completing two 
years as a JUMPING-—JACK 
dealer,I can truthfully 
say that now we're really 
in the children's footwear 
business. 


Before JUMPING-—JACKS, we 
were hit-and-miss. We moved 
footwear all right, but the 
repeats weren't there. 


Now we're building with 
the most remarkable chil- 
dren's shoes I've ever 
seen. Our repeats are al- 
most 100%. Our complaints 
are nil. And fit! We've 
never had a poor fitting 
JUMPING-JACK! 


They're wonderful! Keep 
up the good work. 


We believe Jumping-Jacks will do a 
job for you, too. Drop us a line. We'll 
have our salesman call. 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 














The Authentic Source 


of Fine Leather 


Chapter 5 


"Tanne ... the lovable black sheep 


At A. C. Lawrence a unique pilot plant guards today’s pro- 
duction and develops tomorrow’s improvements in sheepskin. 
Here, new ideas in tanning are developed to meet a growing 
market for this, the most versatile of leathers. Here even the 


black sheep is made popular. 


On the production line too, talented tanners carefully per- 
form each tanning step and inspect each skin to be sure it 
warrants the name Lawrence. For the name Lawrence in 


sheepskin is recognized as the finest. 


From such talent and care has come one of the first dry- 
cleanable suedes .. . new resilient color-complementary linings 
...new softer leathers ... new appealing colors... and new 


versatile finishes once thought to be impossible. 


Authentic 





Meet Mr. Versatility 


From sheep like this Lawrence tans sheepskin for shoes, 
slippers, jackets, coats, handbags, gloves, wallet leathers, hat 
sweats and a host of other products. 


In addition Lawrence sheepskin offers you many new design 
possibilities. It can make your product more attractive... 
give it greater selling appeal — and make your product more 
profitable for you! Look into Lawrence Sheepskin — and you'll 
see greater sales. A. C. Lawrence Leather Co., a division of 
Swift & Company (Inc.), Peabody, Mass. 


rOnCceE histinectlies CAS 


THE BETTER PART OF BETTER LEATHER GOODS 
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AGAIN THIS SEASON! 


E-Jays...the popularly priced children’s shoes 
with the features mothers look for... will again 
be advertised in PARENTS’ Magazine this 
Fall. Make E-Jays part of your Fall and Win- 
ter selling effort with a tie-in promotion of 


your own...they can help make this your 
best season ever! 


If you’re not now stocking E-Jays, drop us 
a line and an Endicott Johnson salesman will 
call on you soon. 


CHECK THESE CHILDREN’S SHOE SELLING FEATURES: 


1. The famous Guide-Step principle in some styles... designed 
to guide body weight to the strong outer edge of the foot. 


2. Permacounter . .. new miracle polyethylene counter that 
lasts the life of the shoe. Can't break down! 


3. Flexible, non-marking sole. 


4. Pacifate protected lining to help prevent athlete's foot, 
mildew and bacteria. 


5. Tough nylon thread throughout. 
6. Polyethylene midsole. 


PRICED TO RETAIL PROFITABLY AT 


HERE 

ARE THE | 
ADVERTISED 
STYLES IN 


PARENTS’ 


Ee.) 


ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. 
e--the famous family name in shoes 
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by JOHN REILLY 


Editorial 





Let's Fight 


RELIMINARY estimates place June shoe pro- 

duction at the 50 million pair figure. This brings 

the first six months’ production to a record 322.6 
million pairs. If production during the last half matches 
that of °58, we will go over the 600 million pair mark 
by some 15 or 20 millions. 

This means that we will make 33 million pairs more 
than we made in 1958. Some of our more optimistic fore- 
casters see a final figure somewhere between 630 and 
635 million. 

Nineteen fifty-nine will be remembered as a momen- 
tous year for shoes. It is the greatest growth year that 
shoes have ever seen. This in itself presents its share of 
challenges and problems. 

It has been a momentous year for other reasons than 
our record production, too. For the first time in 1959, 
we have demonstrated an industry solidarity that can 
hold the solution to many of the problems which will con- 
front us in the years ahead. 

The first half of 1959 will be remembered by reason 
of the fact that a united industry met a serious challenge 
on the political front. It met the politically inspired Shoe 
Labeling bill and stopped it right in its tracks. There 
will be other attempts to pass similar restrictive legisla- 
tion, but the industry has demonstrated its effectiveness 
in this serious crisis. The confidence which it will gain 
from that experience will be considerable. 

At last the industry has recognized that its voice must 
be heard strongly in the halls of Congress. For an indus- 
try to which such a recognition has come so recently, we 
are showing strong evidences of political “know-how.” 

The bright picture of our record production is clouded 
by one serious problem. This is the problem of sky- 
rocketing footwear imports. It is a problem about which 
you are going to hear much more in the next few years. 
The government considers shoe imports insignificant, but 
at the rate at which they are increasing they will not long 
remain so. 

With the picture so bright for shoes currently the com- 
placent thing to do would be to “write off” imports which 
in 1958 amounted to slightly less than 4 per cent of our 
production. That would be a critical mistake. Only sus- 
tained positive action will lead to the eventual solution of 
the imports problem. 

The automotive industry earmarked 5 per cent of the 
domestic market for foreign cars. Then it sat quietly by 
and soon found that it had lost, at least temporarily, the 
small car market, the potential of which no one can 
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estimate. Autos and parts, says Sales Management 
magazine, are now our fourth largest import! 

The recent and very successful NSMA industry con- 
ference on imports is typical of the positive action that 
will keep shoes from the fate which has already cost 
dozens of American industries part or all of their markets. 

NSMA takes the position that the import problem is 
long term and will be solved by the presentation of well- 
documented, factual datas NSMA has been gathering 
that data and the initial presentation of it, with projec- 
tions of import trends to 1960, 65 and 70, which was 
made in Washington, was most impressive. This is pre- 
cisely the kind of ammunition the industry will need. 

Those manufacturers not presently bothered by them 
may consider imports a remote problem. But importers 
are skilled in ferreting out areas of a market which are 
vulnerable and making them targets for import pressure. 
As manufacturers serving these areas feel the pinch, they 
too will realize the threat to their very existence. 

Unfortunately both the Republican and Democratic 
parties are committed to supporting the Trade Agree- 
ments Act which calls for long range reduction of tariffs, 
just as they are committed to the Foreign Aid program. 
In many ways the import problem resembles the problem 
of foreign aid, too. Each year the administration sets a 
figure for foreign aid and musters the brains of its vari- 
ous departments to justify the appropriation it requests. 
Each year there are threats of dire consequences unless 
foreign aid is continued. 

Thus far the administration has gotten pretty much 
what it wants in its foreign aid program. But each year 
the task of getting their appropriation is becoming more 
difficult and foreign aid becomes less popular with the 
taxpayer who must foot the bill. When enough taxpayers 
ask enough Congressmen why foreign aid must be con- 
tinued on such a grandiose scale the seeds of its eventual 
liquidation will have been sown. 

The same is true of free trade. When enough manu- 
facturers and enough industries have been hurt sufficiently 
to storm the halls of Congress, action will be taken to 
curtail imports. 

Organized labor is becoming increasingly aware of the 
threat of imports to its security and well being. Perhaps 
it will take the combined efforts of industry and labor 
to do the job, but eventually a more rational import policy 
must prevail. The unfortunate situation remains, how- 
ever, that many manufacturers, many industries and their 
workers must suffer in the interim. 





There’s NEW profit in Suede Shoes 
when you sell 


ee 


Th 


the SILICONE 
suede protector 
and reconditioner 


6 oz. aerosol 
retail $1.25 


NEUTRAL SPRAY 


Makes suede an "all-weather" leather... 
water rolls right off! 


@ Protects original beauty of new suede shoes 
@ Cleans and reconditions used suede shoes 

@ Prevents matting, water spotting 

@ Reduces color rub-off 

® Brings up nap, restores color 


@ Enhances suede’s natural beauty 


O Wap oe ef Nationally advertised ... to build 


’ "pr Rd « Resist’ & 
E po : 
CLLewr continuing acceptance and demand. 


FOR NEW 
OR OLD SHOES = a 


Dow Corning CORPORATION 
MIDLAND. MICHIGAN 
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@ Business prospects rosy for rest of this year. Industrial 
production at new highs. Employment up. Un- 
employment down. Consumers in buying mood 
and retail sales are headed for new peak. 





® Interest rates believed to he at their peak and 
it’s unlikely that Federal Reserve Board will 
ease them for at least six months. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Business prospects are rosy for the rest of this year. 

The economy started the summer with almost all segments going at boom 
or near-boom clips. Here’s the business outlook for now: 

Industrial production is at new highs—and 4 per cent ahead of the 
previous peak in 1957. 

Retail trade is at record levels, some 10 per cent above last year. Em- 
ployment at 66 million is at a new high and unemployment at 3.3 million is 
the lowest level in 18 months. 

New home construction slipped slightly in May. But it is still at a rate 
which if continued for the year would produce a record 1.34 million new 
homes this year. 

Consumers are in a buying mood, with record high savings and total 
income. Retail sales will hit a new high—some 5 per cent above previous 
cash volume. You have a rich business opportunity. 

Promote your store and products hard. It will pay dividends. 


Tight money is here to stay. The latest round of increases in interest 
rates probably will remain in effect for many months to come. 

Cost of borrowing money—both to business firms and individuals—is now 
at record highs. The Eisenhower Administration claims stiff interest rates are 
necessary to discourage “over-expansion” on the part of businessmen and 
purchasers. 

There’s a likelihood the interest rates are probably now at their peak, 
money experts say. It is doubtful that the Federal Reserve Board will nudge 
rates any higher than they are now. Commercial banks now pay 314 per cent 
to Federal Reserve Banks. The borrowing public pays much more than this, 
of course. And the government is hitting the legal ceiling on what it can pay 
on the bonds it sells. 

Although the Federal Reserve Board is careful not to show its hand 
regarding its future intentions, fiscal insiders here say it is unlikely that the 
rates will be eased for at least six months. 

There’s plenty of opposition to the new rates within Congress, as well 
as from borrowers. 

Critics in both the Senate and the House claim the Administration is 
firing up inflation, not quenching it, by jacking up the cost of borrowing. 
If the volume of borrowing does not slacken off under the new rates, borrowers 
will be squeezed and the banks will reap still greater profits from the higher 
rates, it is pointed out. 

The new rates, authorized by the Federal Reserve Board in late May, push 
the cost of borrowing back to the former all-time high level of August- 
November, 1957. 

Latest government figures on consumer credit show that instalment debt 
rose by another $423 million to $34.4 billion during April, and total debt of 
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@ Congress urged to change Small Business In- 
vestment Act to encourge formation of firms to 
help finance merchants. 


Report from 
@ Supporters of federal fair trade bill feel it will 


WASHINGTON __ pas it they can force it to a vote. 


all kinds (except mortgages) rose by $479 million during the same month 
to a record $44.9 billion. 





Congress is being urged to change the Small Business Investment Act to 
encourage formation of more firms to help finance merchants. 


So far, only a little more than a dozen small business investment com- 
panies have been licensed by the Small Business Administration. These firms, 
sometimes using some government money, make long-term loans to and buy 
stock of small firms. 

SBA is urging some restrictions in the law as passed by the Congress 
last year be removed. 

Spokesmen for the investment companies suggest 11 changes in the pro- 
gram, including some tax relief for the operators, to spur creation of more 
such financing institutions. Present provisions of the law are preventing some 
investors from forming these firms. 

So far, only the Senate Small Business Committee has studied the problem. 
It cannot approve legislation. Strong support for the suggested changes from 
hometown businessmen is needed to spur formation of more of these invest- 
ment firms. 


Supporters of the pending federal fair trade bill are convinced that it 
will pass if they can force it to a vote. 

But it will take strong grass roots support to put the bill before the full 
House and Senate before the current two-year Congress adjourns in mid-1960. 

Fair trade backers say that many lukewarm legislators would vote for the 
bill if a showdown comes, in spite of union and farm opposition, because of 
the support of hometown businessmen. 

The measure is making steady progress. A Senate Interior subcommittee 
held hearings on various fair trade proposals in mid-June. Chief among them 
is a measure sponsored by Sen. Hubert Humphrey, D., Minn., which is almost 
identical to a bill sponsored in the House by Rep. Oren Harris, D., Ark. 

The Harris bill was approved by the House Commerce Committee by a 
20-9 vote. 

Although the measure is making progress, however, it still faces tough 
sledding. It may become embroiled in a states-rights fight. The states-rights 
issue was partly recognized by the House committee, which added a _pro- 
vision declaring that merchants are in interstate commerce only for pur- 
poses of fair trade. Without this amendment, it was feared that the measure 
might put retailing into interstate commerce for all purposes, and open them 
to a host of federal controls and regulations. 

The Harris bill would replace present state laws with a new federal 
statute. A manufacturer could set resale prices in any state by simply notify- 
ing one distributor in the state. It would apply in any state which did not 
officially reject it. 

It would declare a merchant selling below a fair trade price to be in 
violation of the law and subject to prosecution. The House committee added 
another amendment which is designed to force manufacturers who do adopt 
fair trade to enforce it. It would establish as a complete defense a retailer’s 
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Lightest 
| of its type 





Ribbed for 
walking aid 


Cushioned comfort 


Resists dirt pickup 


NEW Beanfoot 


LIGHTWEIGHT MICROCELLULAR 


ROTOGRIP 


‘‘Best for busy feet’’ 


Newest addition to the Bearfoot family Quality nitrocrepe in natural, brown, 
of soles... lightest of its type. Cush- black, red and white in all clog heel 
ioned for comfort — distinct, multi- heights to fit your lasts. Also oil resistant 
purpose rib design for actual walking Neoprene nitrocrepe in black, brown, 
aid; resists dirt pickup. and natural for work and safety shoes. 


EXHIBITING ... ALLIED PRODUCTS SHOW—NEW YORK TRADE SHOW BLDG. 
BOOTH 27 AND 28 (SECOND FLOOR) » AUGUST 1 THROUGH 4, 1959 


A trusted name on shoe bottoms since 1924. 


BEARFOOT SOLE COMPANY, INC. »* WADSWORTH, OHIO 


Boston: 210 Lincoln Street, H. T. Fogg, Manager @ Milwaukee: 1931 S. Allis, Atkinson Sales Co., Inc. @ St Louis: 1602 Locust Street, D. W. Murray, Manager 
Glenside, Pa.: 124 S$. Easton Road, R. L. Stiles & Co. New York: 225 West 34th Street, Homer Bear 
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NOCONA 

















Thin-Line 











CUSHION SHANK 
























































"NEW SHANK IS GREATEST — 
IMPROVEMENT IN BOOT MAKING 
SINCE RUBBER HEELS 


I 

1 
bite ty 
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We are proud to announce the development of and patent application 
for our new ribbed steel shank which is imbedded in a rubber cushion 
and which is permanently bonded to the insole, vamp and outsole. With 
the increased wearing comfort and the greater construction strength 
provided by this new shank, we consider it the most outstanding 
development in bootmaking since the introduction of rubber heels. 


Illustrated are three of the new 
NOCONA stylings made with the 
new NOCONA THIN-LINE CUSHION 
SHANK. These numbers are IN 
STOCK READY TO SHIP. The new 
shank is also being built into style 
No. 1093, “SLATS DAWSON”. 
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NY BOOTS Pa No. 1106 “RENEGADE” 


natural ostrich 


NOCONA BOOT CO., Inc. 


No. 1111 “GRAND ENTRY’ chocolate 
No. 1112 “BLACK BEAUTY”, black 


No. 1103 “FOREMAN”, black No. 1113 “CHAMPION”, light tan 
No. 1104 “HERDSMAN”, russet 
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ENID JUSTIN, President 
NOCONA, TEXAS 


NOT CONNECTED WITH 
ANY OTHER BOOT OR 
LEATHER MANUFACTURER 
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AICC of the 


“Global competition is going to be a 
lot stiffer,” says EDWIN B. MORAN, 
executive vice-president of the Na- 
tional Association of Credit Manage- 
ment. “The lower wages, the constant 
increase of production ‘know-how’ and 
the efficiency of foreign workers are 
putting some of our products at a dis- 
advantage. This is continually being 
brought to our attention by export and 
import figures. 

“We are impressed by the daily re- 
ports of one industry after another 
announcing plans for expanded invest- 
ment in new facilities. The most note- 


worthy feature of this current trend 
is that business leaders are recogniz- 
ing the need for such expanded invest- 
ment, worked out as long-run _pro- 
grams, to meet future requirements of 
growth in our country. 
“Business prospects for the United 
States as a whole give promise of con- 
tinued gain in total production . 
with a very large possibility that we 
shall pass the half-trillion dollar mark 
for production of goods and services 
within a year from now. Then 1960 
could be a year of great advancement 
and prosperity. . . . To a considerable 
degree, upsurges in buying have re- 
sulted from realization that supplies 
in many commodities were not so 
plentiful as had been believed.” 

* 


* * 


“All we see are thongs and more 


August I, 1959 


rade 


was the picture post-card 
comment about shoe styles in Hiro- 
shima, from JACK ROGERS of Jack 
Rogers’ Wedgelings, Miami . 
recent trip to Japan and other coun- 


tries of the Orient. 
+e * is 


J. RANDOLPH, women’s shoe buyer 
alt Lustig’s, Inc., Youngstown, Ohio, 


has made a strong, practical plea for 
manufacturers and retailers alike to 


thongs,” 


.. on his 


convince the ultimate consumer that 
the needle toe shoes will not be out- 
moded by the oval toe. We, on the 
RecoRDER, have consistently main- 
tained that the new oval toe finds its 
best expression in daytime, tailored 
shoes and should be sold as the addi- 
tional pair rather than in place of the 
needle toe shoes. Mr. Randolph says: 
“The shoe manufacturers and retail- 
ers have just about recovered from 
taking a tremendous loss of millions 
of dollars on the old round toe last. 
Now we are at the beginning of an- 
other big markdown and loss era if 
the oval toe propaganda takes hold. 
It has bewildered the shoe buyer and 
manufacturer. The latter, especially, 
will have to spend another fortune on 
new wood if the oval toe propaganda 
balloons out with customer pressure. 
“The needle toe last is, in my opinion, 
the finest fitting (and fashion right) 
last in my many years of shoe ex- 
perience. Why not keep it that way? 
Customers, too, have learned to ac- 
cept the new look . . . with its better 
fitting. Why kill a good thing? Give 
the retailer a chance to make a dollar 
and not upset the applecart. With the 
oval toe barrage in the magazines and 
other media, our customers are re- 
acting strongly and questioning our 
clearance sales. They keep asking if 
the pointed toe is out of style and the 
round toe coming back . . . because 
they have read so much recently about 
the needle toe going out as a style 
factor. We 


must make a concerted 
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effort to negate any impression that 
the needle toe is on the way out.” 
* x * 

“Many of us think that the introduc- 
tion of color in men’s shoes was a 
good idea,” says EMILIO TEENEY, 
manager of Hagstrom’s Shoes for Men 
in Chester, Pa. “It has helped put the 
emphasis on leisure and sports wear. 


Whether a man buys a color like blue 
or red for himself doesn’t matter too 
much; but that he is aware of it—is 
important. 

“Though black is still the favorite for 
men’s dress shoes, brown seems to be 
moving strongly into the selling pic- 
ture. Men like to buy shoes. They are 
intrigued by every new detail... the 
shape of the shoe, the heel, the leather, 
the stitching. 

“Men, today, realize they get more 
than just a pair of shoes for a price. 
They get style and can choose the 
particular detailing that suits their 
personality and individuality best.” 


* 4H * 


Quest accomplished! For the most 


beautiful female feet and ankles in 
New York City. 

In a curiously different audition, spon- 
sored by the National Shoe Institute, 
recently, young ladies paraded behind 
a theatre curtain raised but fourteen 
inches off the stage. How the young 
ladies stacked up, naturally or dimen- 
sion-wise, above their knees, was of 
no interest to the judges who included 
Russell Patterson, Alice Hughes, Bert 
Bacharach and executives of N.S.I. 
There are standard measurements for 
modeling and 
girdles. In fact, anywhere above the 
ankle the figures gleaned from the ac- 
curate use of a tape measure are tell- 
tale figures indeed. But a foot and 


dresses, coats, hats 
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ankle have a way of getting together 
. in their own and individual way 
. that often contradicts the cold, 
impersonal verdict of a tape mea- 
sure. 
The winner is assured of many happy 
shoe modeling hours, at a handsome 
stipend per hour, for the National 
Shoe Institute has some important 


photography up its promotional sleeve. 
* * * 


Keeping up with the times! There is 
now a new product on the market. . . 
“RIB KARE” 


scraper to remove snow, gravel and 


a small, plastic 


other matter from the grooves of 
ribbed-bottom shoes. Designed and in- 
troduced by Dave Blumlo of the Bon 
Mar Company in Oak Park, Mich. 
. . « It could serve as a useful give- 


away. ia ieee sal 


“At the start of a new season, it is 
possible there will be some resistance 
to price increases and per capita con- 
sumption may decrease by a half pair.” 
ADOLPHE COHEN of The 
Bootery in Wilmington, Del. 


says 


“However, I don’t believe this situa- 
tion will continue for long. I think 
that consumers will realize that in 
order to continue wearing the brands 
and styles they have become accus- 
tomed to, their budgets will have to 
be revised upward . . . to take care 
of the increases in price. General re- 
actions to price changes are less dras- 
tic than they used to be. 

“People are not so apt to downgrade 
their purchases because of price in- 
creases. They will, instead, try to con- 
tinue to buy the quality they have 
become accustomed to. For this rea- 
son, brand names have every chance 
of holding their own despite the cur- 


rent market changes.” 
* * ~ 


“For Fall, there’s a big feeling for ties 
end bobbin heels,” says DAVE WOL- 
FERT, manager and buyer of chil- 
dren’s and teens’ shoes at Kara-Vel’s 
in Houston, Texas. “Bobbin heels will 
be especially high fashion for the 
younger set and will be brought down 
to the smaller sizes, starting at about 


so” 
12%. a ae 


Said the lady-golfer, after completing 
her first eighteen holes: “Look, now 
I have callouses on my hands to match 
those on my feet.” 

\ 
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Profile.... 


by ESTELLE G. ANDERSON 





RALPH M. ABRAMS 


IRST the mortar. Then the brick. Voila . . . the keystone is in place 

The first step towards building! Literally, that’s how it started for 

Ralph M. Abrams back in 1937 . . . the initial move in building a 
shoe business upon the concept of fine quality and good fit. In fact, the 
slogan was: “America’s Finest Fitting Shoes.” 

He didn’t actually have to erect a factory. It was already there . . . 
on 28th Street in New York City. At that time his father-in-law, Leo Gordon, 
a well-known personality in the shoe business (in fact, the Gordon family 
and name have been a potent force in various branches of the shoe industry 
over the years), convinced Ralph Abrams that there was a better future for 
him in shoes than in anything else. He “sold him a bill of good.” Together, 
they started in business . . . making women’s fine, quality shoes . . . at the 
28th Street location. Two years later, they bought the American Shoe 
Company plant at 400 Lafayette Street; and in 1945 they moved to their 
present, five-story building, at 801 Broadway. They also have a factory 
in Rochester, New York, which they bought from E. P. Reed and Com- 
pany. For a time they continued to manufacture the Matrix line; but sub- 
sequently they disposed of it to Johnson, Stephens & Shinkle. 

During the past 22 years, the company has continued to build upon the 
original foundation the idea of quality and good fit. They have 
increased production to 2400 pairs daily in the New York City plant. They 
added to their fashion staff and put more fashion into their shoes . . . so 
that today their slogan emphasizes: “America’s Fitting Fashion Shoes.” 
They have as large a design and pattern department as anyone in the high 
quality field. Leo Gordon, right up to his death two years ago, was a vital 
force in the business. 

Before we elaborate upon the mechanics of the business . . 
about the corporate name and how it was coined. In 1937, Ralph and Leo 
went through the list of workers in the factory. At that time, the majority 
. and the connotation was one 


. a word 


of shoe workers were of Italian descent . . 
One of the workers was named Andy 
(CONTINUED ON PAGE 56) 


of craftsmanship. Rightfully so. 
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Highly promotional and a natural follow-up to the popular 
chukka boot is this all-weather brushed pigskin Wellington. Of 
soft construction, this boot is sure to appeal to the collegiate and 
young suburban trade. The Gunsmoke Grey color goes well with 
work or play clothes. Contrast is provided by the black micro- 
cellular crepe sole and by the white stitching on the shell. The 
slight “peak” of the topline at the front adds dash to the otherwise 
conventional Wellington styling. Two additional colors are avail- 
able in this Hush Puppy by Wolverine Shoe & Tanning Corp. 











GLAMOUR DEB, Brown Shoe Co. ...a 


fluffy self bow on another nylon velvet ; colorful lining 
party shoe. - 
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Big Little Shoes 


HERE’S a new category of footwear emerging in 
the shoe business . . . the Pre-Teen group. And 
while some people may say “Oh, no! We've got 
more than we need now” . . . an analysis of this category 
could serve to clarify some of the buying problems of 


retailers. 


by GERALDINE EPP 


STRIDE-RITE by Green Shoe Mfg. 
Co. . . . black patent leather slip-on 
with square toe and square throat... 
with grosgrain bow trimming. 


PARTY GOERS by Acrobat, division of 
Genesco . . . intertwining strips form 
a low-placed T-strap on a black patent 

SHOW -OFFS by Ed White Junior . . . jet party shoe. 

and pearl trim on a sculptured bow dec- 

orates this glazed black kid pump. Like 

all the fashions featured, this shoe has a 

hard counter. 


BEAU-TIES by Rockingham Shoe... 
low cut pump of black calfskin... 
. . » low shaped heel 
and attractive buckle trim. 
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for Pre-Teeners.... 


New Footwear Category Gaining Acceptance: Smart Styles 


for the Younger Set Who Are 


First of all, let’s define the pre-teener as opposed to 
the teenager. Both wear a size over 314 in other 
words, a growing girls’ size. The pre-teener can be as 
young as 8... as old as 13, depending upon parental 
control. The wearer of teenage shoes can be as young as 
10 oF 12°... 


In styling. the pre-teen shoe moves up in size from misses’ 


. as old as a woman wants to admit to age. 
patterns the teenage shoe moves down from adult 
styling. Pre-teen size runs usually stop at 7 or 714 in 
retail stores . . . teen runs may go as high as 10. 

The pre-teener is still under the thumb of the parents 

. though the thumb may not be heavy. Qualities of 
fit, fashion and wear are dominant in the minds of the 
parents and shoes are clearly selected for these three com- 
ponent factors. The teenager’s buying is less restricted 
hy parents, and fashion or fad monopolizes the seiection. 

A revealing categorical definition is offered by Dr. 
lloyd E. Trippet of Trippet Shoes, Tulsa, Okla. “If the 


customer uses the adjectives ‘cute’ and ‘cunning,’ she’s 


GERWINETTE (Gerwin Shoe Co.) ...a 
pleated sash treatment on a black velvet 
shoe with detachable strap. Note the fash- 
ionable curved heel. 


Drawings 


by ELLY NORDEN 





DRESS-UP by Alexis (Weber Shoe Co.) 
. . + her first pump ... a slip-on shoe 
with security of fit assured by a gored 
sabot strap. In black raspberry patent. 


Not Quite Teenagers 


in the pre-teen group. If she uses such words as ‘smart’ 
and ‘clever’ to describe a shoe, she falls in the teenage 
category.” 

Now, what are the differences in shoes for pre-teens 
and teenagers? Big little girl shoes feature hard coun- 
ters, shanks and conventional soles to satisfy parental 
demands for fit and wear. Teenage shoes usually stress 
soft constructions and lighter weight soles. In pattern, 
Dr. Trippet’s definition offers a guide . . . for the 
younger girl, shoe designs that are cute and pretty .. . 
for the older girls, more sophisticated detailing. In ma- 
terials, nylon velvet and patent leather have a stronger 
appeal for little girls; the older ones veer to smooth 
leathers. 

In preparing this article, several retailers were asked 
to comment on the subject. Here are some remarks not 

(CONTINUED ON PAGE 53) 


DEBUTEENS by Little Yankee Shoemak- 
ers ...crepe soled oxford of grey brushed 
leather with grey leather lacings. 








WO kinds of coordination are possible between the 

shoe and the accessories—bags, belts, gloves, etc. 

One kind, which we often advocate, is the coordi- 
nation of materials and colors. It goes without saying 
that the general type, for the specific occasion, must be 
the same. For the average woman, and for most women 
for their everyday costumes, this is the most practical, 
satisfactory and, for these reasons, the most style-right. 
We have often been told by both makers of accessories 
and retailers that women prefer this kind of simple co- 
ordination. “They do not want a bag, for example, that 
will look right with just one pair of shoes,” they say. 

On the other hand, there are accessories of two kinds 
that look especially fashion-right when even the detailing 
is repeated exactly in shoes and accessories. Take the 
shoe that is made of some special fabric or has some un- 
usual trimming treatment—a print, or an embroidery, for 
example. This almost requires a bag, and perhaps other 
accessories, in the same material or with the same orna- 


Left: two high style evening bags in beautifully beaded de- 
signs both from the Walborg Corporation. At left, matching 
shoe by Erica. At right, matching shoe by Stanley Philipson. 
Rhinestone evening shoe ornaments by Musi Corporation. 
Delicately embroidered hosiery by Phoenix. 


by ELEANOR M. RUTTY 


mentation. This kind of coordination has special impor- 
tance in Southern Resort styles, where more imagination 
is permitted in the use of novelty materials and trim- 
mings. 

It also has a very important place in dressy late 
afternoon and full evening fashions. The woman who 
wears such clothes, and wants to make an impression of 
distinguished and high style costuming, needs shoes and 
coordinated accessories that give a made-to-order look. 

In these illustrations, we have shown both kinds of 
coordination. In the picture of shoe, bag and belt in 
alligator on calf, we show very simple designs with the 
coordination depending entirely on the leather and the 
color. These—and, of course, many other leathers and 
colors with the same idea—are what many, many women 
will wear and carry for their everyday daytime living. 

In the other two photographs, we illustrate the other, 
very special kind of coordination which we have also dis- 
cussed. Both the late afternoon violet suede trio and deli- 
cate lace stockings would point to the wearer as a woman 
of taste and very comfortable income. As for the evening 
shoes, bags and other accessories, here we have both 
taste, ample means and real luxury. 


The Accessories with the Shoe 


Left: trio in violet suede with cut steel bead embroidery. 
Shoe, a John Marino Gem by Dalsan. Bag and belt by 
Felicia Bag, styled by Mar-Kam. Lace hose by Phoenix. 


Below: exact matching in shoe, bag and belt of alligator 
grain on calf. Shoe from Easy Walkers. Bag and belt by Fe- 
licia. Bag, styled by Mar-Kam, can be converted to envelope. 





Inside Shoe Business 


by BILL ROSSI, Field Editor 





The De-Plumed Male 


The static state of men’s shoe business isn’t any 


mystery—it’s just a matter of lost plumage. 


N practically all forms of life it’s the male of the 

species who wears the plumage. Nature endowed the 

male with innate touches of colorful glamour to 
enhance his appeal for the female. This was a wise act 
of the Creator, and throughout the eons of time it has 
proved a smashing success in nature. 

But the human species, often self-claimants to a wisdom 
greater than that of the Creator, has reversed the process. 
For we are just about the only species in which it’s the 
female, and not the male, who wears the plumage. 


In a Rut 


\nd this reversal of a natural law has put and kept 
men’s shoe business in a rut for decades. The “modern” 
woman has pre-empted the natural rights of man—has 
plucked the plumage right off his back and donned it 
herself. If we say it’s becoming a woman’s world, this is 
one graphic example of it. 

This reversal of the natural pattern is hardly a century 
old. Prior to then, throughout human history, it was 
always the male who wore the plumage, as was right and 
natural. As one simple example, back in Queen Eliza- 
beth’s day, the male dandies wore satin shoes in bright 
colors—and with thin, narrow heels two to four inches in 
height. And nobody stared aghast. After all, it was simply 
natural male plumage. 

But we can bring the examples much closer to modern 
date. For instance, back in 1923, men’s shoes accounted 
for 28.2 per cent of the total pairage and more than half 
of the industry’s total dollar sales. But by 1958, the share 
of total pairage represented by men’s shoes had shrunken 
to 17.3 per cent, and the dollar share to 32 per cent. 

In interesting contrast, women’s shoes in 1923 com- 
prised 29.3 per cent of the total pairage, but by 1958 
had risen to account for 47.3 per cent. 

In the past 35-year period, men’s shoe pairage has 
risen just one percent. But women’s shoe output has 
increased by 155 per cent. 

So here again you get an idea of what we mean by the 
plumage being plucked right off the male back. It used 
to be that men outlived women. Now this too has been 


reversed. There’s an answer for this. No creature lives 
as long and as well in an unnatural state as in a natural 
one. And de-plumage of the male is unnatural. 


All this leads up to a challenge to the philosophy of 
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resignation that has been adopted by most of men’s shoe 
business: That the male is a “naturally” conservative 
creature when it comes to apparel tastes and habits. Hence 
he doesn’t respond to style turnover leading to a higher 
per capita consumption of shoes. This is the reason he 
buys fewer than two pairs of shoes to the female’s nearly 
five pairs. 

This philosophy is fundamentally wrong because it’s 
contradictory to the natural law wherein the male of the 
species is born to wear the plumage. True enough, the 
modern male has become a sartorially conservative crea- 
ture. This is an unescapable reality. But so is a two- 
headed cow. It may be real but it ain’t natural. 

And that’s where the philosophy may be losing perspec- 
tive—by assuming that reality in artificial form is synon- 
ymous with the genuine, true and natural. 

Who’s to blame for this sartorial shyness of the modern 
male—for his conservatism, for his lack of response to 
colorful attire, shoes included? What has caused his 
reluctance to re-don his plumage and resume his rightful 
position in the natural order of the species? 


A Formula of Evils 


Well, there’s no single culprit. The of the 
modern male in this respect is the consequence of a 
formula of evils—like the chemical brew of herbs used 


demise 


by jungle natives to shrink heads. 

First, of course, there are the women who have out- 
rightly usurped the plumage which since time immemorial 
has been the natural property of the male. The emanci- 
pation of women from domestic servitude left them with 
little else to do but fulfill a curiosity for seeing what was 
on the other side of the mountain. Plumage is one thing 
they found, liked and took over—without stopping to ask 
for nmale permission. And from plumage to Presidency 
isn’t such a long way, male priorities or no. 

Then there are the laws of economics, for when mama 
has more, papa gets less. And hence, it wasn’t too long 
ago that the subtly and gradually de-plumed male was 
forced to adopt the “uniform” of the so-called civilized 
man—that is, an attire whereby all males dressed alike, 
looked alike. The epitomy of this was the symbol of 
Madison Avenue, the Man In The Gray Flannel Suit. To 
express individuality in one’s attire became the ultimate 

(CONTINUED ON PAGE 56) 
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Fashion Highlights, Soviet Exhibit 


During the first two weeks of the Soviet Exhibit, 
some 60.000 visitors flocked to the Coliseum in New 
York. No doubt, many more thousands will have an 


opportunity to get a first-hand impression of life in 


ge 
Russia . . . how the Muscovites live; what they wear: 
what they produce . . . before the exhibit closes on 
August 10th. 

Mindful of the careful screening and selection that 
went into the U. S. collections that were sent to Russia, 
(CONTINUED ON PAGE 56) 
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Impressive view of Russian satellite and Sputnik. 


Static display of women’s, children’s and men’s clothing 
. made of both natural and synthetic fibers. 


The shoes were of sturdy construction ... in basic colors: 
white, black, brown, navy, red. Women’s styles included 
pumps, open toe and back slings, on high and medium 
heels . . . oxfords and slip-ons in medium to flat heels. In 
children’s shoes, there was a predominance of stitchdowns. 


Fur display drew many visitors . . . with its emphasis on 
native Persian lamb, broadtail, mink, sables, fox. 





AN OVAL-TOE INNOVATION 
DELIGHTFULLY DETAILED WITH .. 


For that extra “‘oomph’’. . . that 
certain something . . . that 
sales-producing extra that 
stimulates sales, wise mer- 


chants show footwear styled 


with Shugor. They know 


that where Shugor sets 
the style there is always 
that invaluable extra of 


comfort and easy-on- 


and-off. 


This oval-toe low-cut 
patent leather one-strap is 
enhanced by a smartly- 
styled strap ornament. 
Concealed Shugor is under 

THOMAS TAYLOR & SONS the strap ornament for 


comfort, and easy- 
HUDSON, MASSACHUSETTS 7 
on-and-off. 





COPR. 1959 THOMAS TAYLOR & SONS 
SEE US AT THE ALLIED SHOE PRODUCTS AND STYLE EXHIBIT, ROOM 542, NEW YORK TRADE SHOW BLDG., 35TH AT 8TH AVENUE, NEW YORK, AUGUST 1-4, 1959 





SALES TRAINING SERIES 





Ditficult Objections 


Qe ee 
eee 


| 


Because the average shoe store does business in spurts, you must 
often wait on more than one customer at a time. Try to make the 
sale with as little waste motion and in as short a time as possible. 


LL shoemen welcome the opportunity of selling cus- 
tomers exactly what they want—in the correct 
style, color, size and price. But because of the 

nature of the shoe business, shoe inventories and the way 
shoes are sold, the chances are greater for “losing” sales 
than with practically any other product sold at retail. 

It is relatively easy to sell what the customer wants if 
you have it in stock at the price she wants to pay. Shoe- 
men should aim their sights at being shoemen, rather 
than mere clerks who can only give the customer exactly 
what she asks for. The clerk’s contribution to shoe selling 
consists only of writing up the sales and receiving money 
for the shoes. A seasoned shoeman, on the other hand, 
can create a desire for the correct shoe. He can also 
handle himself well in any situation, no matter how diffi- 
cult, including the successful handling of objections. 

A technique used by a good shoeman is to present 
obvious objections that the customer might raise before 
the customer raises them herself. In that way he can 
strengthen his position and create a better impression. 
Of course, he must have a thorough knowledge of the 
shoes, their fit, construction, and any other questions that 
might be raised by the customer. 

Any question that is posed by the customer can be of 
the greatest importance, and, therefore, it should be 
anticipated by the salesman. In this way a seemingly 
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by SEYMOUR HELFANT 

Manager, Smaller Stores Division, N.R.M.A. 
“important” problem may be minimized. If the sales- 
person is not convincing after a problem is raised, he 
may be faced with the loss of a sale and of the customer’s 
confidence. Therefore, the presentation should be made 
with all anticipated objections carefully and clearly 
stated. 

This does not necessarily mean that you should make 
a long, drawn-out sales talk. This is important because 
the average shoe store does business in spurts and no 
matter how desirous the salesperson may be of making a 
good impression on the customer, time is of the essence. 
More than one customer must be waited on at a time. 
Therefore, the good salesperson will present the pertinent 
facts in as short a time as possible and try to make the 
sale with the least amount of waste motion. 

When objections are raised, the salesperson must be 
calm, cool and collected. He should answer all questions 
and so-called “statements of fact,” whether correct or in- 
correct, convincingly and with tact. It must be remem- 
bered that the only reason an objection is raised is be- 
cause the customer is interested in the shoes and wants 
a convincing reply that will set her mind at ease. An 
objection also gives the salesperson a chance not only to 

(CONTINUED ON PAGE 62) 


39 














Why Does Ollie Ross Jump On 
A Wellco FOAMTREAD Slipper? 


Al siihesteed Store Success Story | | 
By Otte Ross. Partner, Actiforme Shoe Company. Forest Hills, N.Y | 
As told to UP! Reporter | 


Want to know how my partner Rube Rubin and | close a sale 
£40 stopper on the floor Then | bring my foot down 
bur herd’ What happens’ Nothing 


Lagead held fourth and « fifth me 
b - > mas Steck sous and recommend the 
bette; than leather stippers in the High Turnover, No Markdowns Easy To 
seme category | The result i I haven't had « mark. | Foassvesans are also easy to stock 
the ture joperty Wellco sends its accom 
Washable 


Fosmretsos are washable. toc 
just tom them into the washing | tumes year 


Neighborhood Customers Are Demanding. That's Why [~ wettee 
Netherton Stores Carry Ween Fourrasap Sipper Foa mtrea 


WELLCO SHOE CORPORATION, WAYMESVILLE. N. C 


ash into profits more than three | inventory my merchand: 
| anticypate my sales based on pre- | Foamranans 


Fosmreess 
serge of Seles 








What’s The Good Word That Sells 
WELLCO FOAMTREAD Slippers 
For Jack Palazzo? 


Neighborhood Store Success Story ig 


by Jack Palazzo, Assistant to President 
Teen Towners, Inc., Hackensack, New Jersey | 
As Told to UPI Reporter | 
= 


The word is “washable"! When I say it, the customer's eyes light | 
up and a bell rings... . at the cash register! | 


Wonderfully Washable counters you can't crush 
rubber mid-soles . . . soft ‘comer 
4 the a #0 ae outsoles you just can't wear out 
Weitco washability! The sale’s @ | Ang the fit? Terrific! Especially 
pratt Anal ja the new “wide” widths thet 
‘OAMTAEAD SUPPETS | make it possible to fit kids with 
into the washing machine — and | wide feet in their correct size 
owt they come, brand-new clean. SUCCESS STORY Jack 120 tells how easy 
Py busine: Weitco FoamTmess 
Mothers Know Best 5 —— No Markdowns, “ - 
And those neighborhood mothers | Markup Excellent Delivery service is right on the button 
jing’ That's why they | Result” A big repeat business, with 
jate all the other fine | a record 5 turnovers a year, not » | As chief buyer for our six stores. 
iad features. Like the fact | single markdown in years—and a | I'm interested in delivery. 1 size | Point for point, the Foamtneap 
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How Does Joe Applebaum 
Always Get A Perfect Fit With 
WELLCO FOAMTREAD Slippers? 


Neighborhood Store Success Story #5 | 


by Joseph J Applebaum 
Owner, Junior Boot Shop, San Francisco, Calif. 
As Told To World Wide Reporter, Jack Bedford 


It’s semple! Foamtatan Slippers are so easy to stock properly that | 
1 always have the sizes I need . . . right in the store 


ability 


machine with the shppers en our 
windows to sires Foam Taeans 


machine ashabie 


No Markdowns, Three Terms = Tiree stock turns a year wt full ating helps us in our merchan 


al test of @ line's accept 
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Mothers love Weiico wash profitable for us. The long-term 





Neighborhood Customers Are Demanding. That's Why 2s 
Neighborhood Stores Carry Wei.co Foawtnean Slippers. “= 
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How Does A Washing Machine 
Sell WELLCO FOAMTREADS 
For Joy Gilbert? 


. ‘i tie ~ 
os 
Neighborhood Store Success Story *6 
by Joy Gilbert, President Joy's Footwear, St. Louis, Missouri 
As Told to UPI Reporter 
When | tell a customer that FoamTread Slippers are | 
machine washable, it always clinches the sale. There's 
nothing like knowing they can toss WeLLCO FOAMTREADS | 
into the washing machine—and they come out clean as new. | 
Sales lip 25% Each Year Big Repeat Business 


And Foamraraos have really 


wear out, flexible counters_you 
n't crush 
No wonder we're enthused 
repeat business. Once | about Foamrreans. Neighbor Very 
sold the first pair of Wetuco | hood customers are demanding Without a doubt, FoamTataps 
Fossrrasape a's casy to sell | With FoamTaeaps, we can give are a fine line. The slippers sell 
second and the ‘| them just what they want 
$ Casomers veally © aP- | Wonderful fit and practically 
children's 40 taay've worm the fret pair. And | imdestructible slippers. That's 
women's shpper busi those who've come im for a | because Weitco Foamrntao: tng and Weirc 
Fepeat pair have stayed to buy have sponge-rubber midsoles, | prove it can be 
per brands that we carry other shoes, too soft leather outsoles that can't | too 


Neighborhood Customers Are Demanding. That's Why S| ete? 
Neighborhood Stores Carry Weiico Foawtneap Slippers. 
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Vice President im Charce te Conede. Foamiready, 


we get a full markup and no 
markdowns. The WELLco sales- 
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Why Does Lloyd Evans 
Twist The H--- Out Of A 
WELLCO FOAMTREAD Slipper? 


Neighborhood Store Success Story *3 
by Lloyd Evans, Manager-Buyer, Shoe Dept., 
The Baby Shop, Evansville, ind. 
a ae eee Kenneth Haynes 


Because it springs right back into shape! Even hg 1 twist it, 
squeeze il it wring it, choke it to death, even step on 
Nothing Can Hurt It | Perfect Fit 


Why? Because the counter ye And what 0 AU have wen't had 2 com- 
outer sole, the mid-sole Plaint yet 
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Why Does J. E. Saltz 
Try To Pull The Sole Off 
A WELLCO FOAMTREAD Slipper? 


Neighborhood Store Success Story *4 
by J. E. Saltz, Owner, J. E. Saltz, St. Petersburg, Fla. 
As told to a Wide World Reporter 
Because # know 1 can't do it, No matter w how « often | try. That 
tou | diinaeis ate to epbloen da = Weir >» Foam tacal oo Siege 
oul nm before it's outw 


paw someone the fa 
and ae hote tomy we nts hon 
too 

5 or 6 turnovers 


Result is, I get 5 or 6 turns » year 
f 
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Neighborhood Customers Are Demanding. That's Why 2. 
Neighborhood Stores Carry WELLCO POANTREAD Slippers. ==») 


For more information about the waaes manger dine m TH |: 
write 10 Joe Stanelli, View President in — 





F OAMTREADS aedennied cea line. 


In store after store 
throughout the country, FOAMTREADS’ 
exceptional features are making Wellco 
the most-wanted slipper line. 
With good reason. 
FOAMTREADS in any store 
spell success. Customers 
love the excellent fit, the sponge rubber 
midsoles that insure comfort, the soft leather 
outsoles that can’t wear out, the flexible 
counters you can’t crush. And above all, 
they love that wonderful, wonderful Wellco 
washability. Add to that a full 
markup with no markdowns 
and you’ll discover why more and more 
retailers want FOAMTREADS in their stores. 
For information about getting the line 
in your store, write to Joe Stanelli, 
Vice-President in Charge of Sales. 


For “The Walk That Reloxes” 
WELLCO SHOE CORPORATION, WAYNESVILLE, N. C, 


In Canada, “Foamtread” Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 
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Why Do WELLCO FOAMTREADS 
Account For 70% Of 
Goodwin Adrian’s Slipper Business ? 


+ 
Neichberbood Store Success Story *7 | 
by Goodwin Adrian, Owner Adrian's Shoes, Paterson, N. J 
2 | 
Because | display them in a prominent position where | 
customers can pick up the slippers, see the wide range | 
of colors and styles, feel their softness and flexibility 
Wonderful Features Washability Clinches Sale | 


And when nt poi at that we 
re machine w/ 


Big Sales Increase Aen Gow 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 26) 


proof that the manufacturer did 
not try to uniformly enforce resale 
prices in his state. 

Purpose of the bill, Rep. Harris 
says, is to protect “small business 
from the onslaught of unrestrained, 
cutthroat competition of large 
chain stores, department stores, 
and discount houses which have 
flourished as a result of a break- 
down of effective state fair trade 


laws.” 

The bill could easily be stuck in 
any one of several places and not 
pass either this year or next. The 
powerful House Rules Committee 
must clear the bill before the full 
House may vote on it. This group 
is controlled by southern congress- 
men who have traditionally re- 
sisted fair trade. 

In the Senate, the bill must clear 
the subcommittee, which is headed 
by Sen. Strom Thurmond, D., S. C.; 
the full committee; and then the 
full Senate. 
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. - always insist on | 


os 0 


Jab 


quality tree for 
men, women 


and children 


Sinperial — 
y 


WALL roe sree 


for greater volume 
Build your volume and profits 


easy way ... display and 
sell Pierce Shoe Trees. 


the superlative p 
in shoe trees ‘A 


for men 


Low in price... . high in qual- 
ity. Pierce Automatic Spring 
Adjustment is contained in 
mahogany finished forepart 
and strong plastic handle. 
Available in men’s, women’s 
and children’s sizes. Sug- 
gested retail $2.25 up. 





Several congressional leaders 
have said privately that they do not 
believe the bill “is in the consum- 
ers’ interests,” and hope to block 
it so that it will never come to a 
floor vote in either the House or 
the Senate. 


Resurgence of business health in 
other countries is definitely hurt- 
ing U. S. foreign sales, the Eisen- 
hower Administration admits. For- 
eign manufacturers are producing 
and exporting goods in increasing 
volume. 

But Washington insists that for- 
eign markets can still be rich mar- 
kets for U. §S. manufacturers if 
new production opportunities are 
searched out. True, foreign labor 
costs are usually low enough to 
permit lower prices. But introduc- 
tion of new products, new methods, 
and greater efficiency in old meth- 
ods can spell rewards for enter- 
prising firms, the government says. 

Here’s what’s happening: U. S. 
exports this year are running well 
below 1958 shipments. Exports have 
been decreasing since 1957, when 
they hit a high of $20.8 billion. In 
1958, the value fell to $17.8 billion. 
It appears that this year’s total will 
be 4 or 5 per cent below the 1958 
figure. 

Imports, meanwhile, are on the 
increase. 


Here’s the inside word on the 
upcoming (1961) federal budget: 
Higher, by a sharp $3 billion-plus. 
This may well be the largest budget 
in U. S. history. 

The Administration has frankly 
given up on trying to boil the fat 
(non-defense projects) out of the 
budget. White House money men 
say their frustration is due to the 
tendency of the Democratic-con- 
trolled Congress to load up budgets 
with hand out programs. No use 
even trying to cut, the fiscal ex- 
perts say. This attitude is some- 
what alarming, for it reflects a 
lack of any disposition to put up a 
fight for budget reduction. Even 
though next year’s receipts prob- 
ably will match—or exceed slightly 
—revenues, there is little likeli- 
hood that the savings will be 
passed on to the taxpayer in the 
form of lower tax rates or even 
payments on the national debt. 

The reason for the $3 billion-plus 

(CONTINUED ON PAGE 44) 
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Mountain Town Shoe Store 


LEADVILLE, COLO.—Selling shoes in the highest in- 
corporated town in the United States (alt., app. 11,000 ft.) 
and the surrounding mining and ranching communities 
requires a combination of shoe “know-how,” a broad knowl- 
edge of the people, their activities, their work, their needs 
and an understanding of the section’s climate and terrain. 
Ed Kerrigan, the new manager of Kerrigan’s Shoe Store, 
formerly Vancil’s Shoe Store here, is a native son, raised 
in the grocery business, who spent months reading “from 
cover to cover” many back issues of the Boot AND SHOE 
Recorver. (“Until I knew everything about shoes,” he 
said.) 

“It’s the biggest challenge a young fellow could find,” 
Mr. Kerrigan, popular among young and old in the town, 
said. “There’s no other shoe store except a couple of shoe 
departments in a chain and a local department store. The 
business is here and all I’ve got to do is to supply the 
people’s wants.” 

A former University of Colorado student, who has 
worked along with miners and executives in the largest 
molybdenum mine in the world in nearby Climax; a young 
man who learned retailing “the hard way” from his father, 
end a veteran of the Mountain and Cold Weather Training 
Command in the U. S. Army in World War II, Mr. Kerri- 
gan feels that he knows the shoe and boot needs in all age 
and financial brackets. For the many young and old exec- 
utives and their families, he is adding fashion shoes with 
bars of “fashion ties, fashion Argyles for men ($3.50 up) 
co-ordinated handbags, hosiery, polishes and other extras 
to bring in the fashion people who heretofore had to go 
120 miles across the Divide into Denver.” He has one of 
the largest stocks of Red Wing work shoes, ranch shoes 
and miners’ boots in the state, and is adding mountain 
climbing and ski boots in the quality brackets. (Aspen, 
one of the world’s most famous ski resorts, is only 58 
miles further west). In children’s lines, he is adding 
“brand names and staple lines, for our people want ser- 
viceable shoes,” and he is emphasing fit and service in 
his ads. 

“With this almost new, modern store and a town back 
of you, how can you lose?” he asked, with the enthusiasm 
that marks his personality. “Every customer, whether I 
really know him or not, is an individual and I treat him 
or her as a special person.” 

The store is in the heart of the town on the main street, 
which is U. S. 24, highly-traveled summer and winter by 
tourists and sports enthusiasts. Its front of redwood and 
red rock, with a broad, well-lighted recessed display win- 
dow, stands out in a town known for its old mining struc- 
tures and “look of the ’80’s and ’90’s.” The interior, em- 
bracing 1,700 square feet of selling and stock space. has 
indirect “daylight” lighting. Two painted walls in pale 
green contrast with the other two walls, papered in a 
maroon and green print. Upholstery and carpeting accen- 
tuate the two main colors. Display racks afford the cus- 
tomer a “browsing period to help him make his selection.” 
And the tie, sock, bag and polish bars are attractively 
grouped around the main entrance. 

“IT can stock 4,000 pairs of shoes in this store and I’m 
going to see that I have my customers’ sizes, widths and 
brands in stock at all times. I already have a good card 
file to help me,” Mr. Kerrigan stated. 


A rich man is a guy who isn’t afraid to ask the clerk to 
show him something cheaper. 


A luxury is something that becomes a necessity if you 
can make the down payment on it. 


Political Economy—two words that should be divorced 
on grounds of incompatibility. 
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THE TOUGHER HIS JOB 


THE MORE HE BABIES HIS FEET 


He has to. His feet are his livelihood. And the life 
of his foot is in the sole of his shoe. That’s why Vul- 
Cork soles are worth more to him. 

They’re important to his job, and his day’s 
comfort is your day’s business. 


Vul-Cork Sole Div., Cambridge Rubber Co., Taneytown, Md., Makers of AM@MGNas 


Cm, 


VUL-CORK & 
VUL:CORK NEOPR 


$0 light, so flexible, so resilient,you can roll them up. . . right in the palm of your hand. 
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Baker Reporting 
from Washington 
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increase in spending starting July 
1, 1960, is that we are now about to 
move into the period of paying for 
some of the expensive missile and 
outer-space projects which have 
been only in the talking stage for 
the past several years. These built- 
in increases, as the Budget Bureau 
calls them, are just now beginning 
to show up under “accounts pay- 
able” although the projects were 


voted two, three, and even four 


years ago. 


Another leather industry execu- 
tive, Albert O. Trostel, Jr., of Al- 
bert Trostel & Sons Co., Milwaukee, 
has agreed to serve the federal gov- 
ernment in time of national emer- 
gency. 

Mr. Trostel is the thirty-ninth 
leather footwear executive to reg- 
ister with the Business and De- 
fense Services Administration, U. S. 
Department of Commerce, for ad- 
visory service during a period of na- 





WILL YOU HAVE ENOUGH 


Hye. SHOES 


FOR THEM NEXT MONTH? 


CHAIN REACTIONS are set up in class- 
rooms and neighborhoods when one or 
two girls come strutting in with nylon 
velvet shoes. The rest of the crowd in- 
evitably follows suit. 


NYLOVEL is just the ticket for young- 
sters’ shoes. This miracle material can 
take punishment; is soil and crush- 
resistant. Mothers love it as much as 


their daughters do. 


beje 


ROCKINGHAM SHOE CO. 
Newmarket, N. H. 


has 5 styles of children’s, misses’ 
and teeners’ shoes of NyloVel IN- 
STOCK. 


Keep sized-up. Nylon velvet shoes 
will continually build more pair- 
age and profits for you. 


TIPPY 
Black NyloVel, ribbed soles. 
82-12, 12%2-4, 442-10 


SKIMMER 
Black NyloVel. 442-10 














FABRICS CORPORATION 


48 West 38th Street 


New York 18, N. Y. 


tional mobilization. 

Total enrollment. of business ex- 
ecutives from all industries now 
stands at 1,059. 

To find out more about the “exec- 
utive reserve” program and how the 
leather industries can help support 
it, write to J. G. Schnitzer, Director 
of the Leather, Shoes, and Allied 
Products Division, BDSA, U. S. De- 
partment of Commerce. 


Election-year promises of tax cuts 
are being talked up again. This time, 
it’s Raymond Saulnier, chairman of 
Ike’s Economic Advisers Council, 
who speaks brightly of the possibil- 
ity of tax reduction next year. 

Trouble is, tax reduction—that is, 
responsible tax reduction, in which 
rate cuts would match savings in 
federal spending—is not likely to 
| come at any time in the foreseeable 
future. 

Reason: Month by month, the cold 
war becomes more costly. As weap- 
ons become more complex, the price 
tags are necessarily marked up. 
| Also, many weapons procurement 
| programs are now only in the plan- 
ning stages. When these projects 
| move off the drafting boards into 
| the production line, we’re in for a 
big financial jolt. 
| This is not to say that Dr. Saul- 
| nier and his White House colleagues 
| are talking through their hats when 
| they speak of the chances for tax 
| cuts. They are always careful to ex- 
| plain that what they mean is that 
| taxes can be cut if the Congress will 

vote “no” on a long list of nonde- 
| fense spending projects such as flood 
control and rural electrification. But 
| the likelihood that this will happen 
| is very slight. A majority of Con- 
| gress these days is convinced that 
the nation can and will support a no- 
| controls civilian economy at the same 
|time it maintains a $41-billion-a- 
| year fortress against military ag- 
gression. 





Labor reform is being urged anew 
by AFL-CIO leaders. Unlike United 
Mine Workers President John L. 
Lewis and Teamsters President 
James Hoffa, who want no reform 
law at all, the AFL-CIO hierarchy 
believes it is politically smart to get 
a “mild reform” law on the books 
this year. For next year is an elec- 
tion year, and reform tempers tradi- 

(CONTINUED ON PAGE 49) 
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Most St. Louis Activity 
Seen in Clearance Sales 


CLEARANCES accounted for the 
bulk of shoe activity in St. Louis 
during the past two weeks. The race 
for the consumer dollar got off to 
an even start for all dealers, for a 
change. Department stores, accus- 
tomed to jumping the gun, were re- 
strained somewhat by their inabil- 
ity to run clearance ads in the city’s 
strike-bound newspapers. Although 
department store sales were on in 
June, the housewives did not know 
of them. 

With resumption of newspaper 
publication, all dealers burst forth 
with expanded advertising programs 
to make up for lost time. At present 
clearances are proceeding “just 
about on schedule—two weeks late.” 

Stocks of salon type dressy sum- 
mer footwear remain high for some 
stores. One major store buyer com- 
mented that women are “shying 
away from needle toes, leery that 
they’re fashion importance may give 
out before the shoes do.” Spectator 
pumps on both mid and high heels 
have moved well at clearance prices, 
which are averaging 20 to 30 per 
cent on most types. 

Heeled white pumps, strap shoes 
and slings are pretty well cleared in 
suburban outlets. Novelty canvas 
casuals may prove to be sticky, par- 
ticularly in offbeat colors. Many 
family-type county stores did not 
reduce women’s playshoe prices in 
July, since the volume on low cut 
fabric skimmers and tennis shoes is 
still holding up nicely. 

Teen girls are hitting the chains 
hard for sale-priced straw flats in 
white, black and natural. Teen boys 
are not actively buying here at pres- 
ent, with the bulk of their sales fall- 
ing in the casual category, high- 
tongued black grained slip-ons and 
gray canvas slip-ons predominant. 
Playground and outdoor vacation 
shoes made up most of the children’s 
July sales. Best sellers are imported 
rubber thongs; canvas oxfords, red, 
blue and white; black and white 
saddles; and dirty buck boys’ ox- 
fords, 

A wave of father-son after dinner 
shoe shopping is reported from sev- 
eral shopping center outlets, tempo- 
rarily replacing the mother-children 
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pattern. With father along, dealers 
say, chances of selling dad a pair of 
casual brushed leather loafers “for 
the patio” or three-eyelet canvas ox- 
fords “for the boat” are excellent. 
Men’s clearances downtown appear 
to be moving distressingly slowly, al- 
though pairs are on inviting open 
display in many stores. 
Mentholized nylon hosiery is rat- 
ing good customer acceptance for 
Vandervoort’s during St. Louis’ siz- 
zling weather. Odorless, the frosty- 
feeling nylons retain their cool 
magic through about eight wash- 
ings. Many St. Louisans have de- 
clared a moratorium on hosiery of 
any kind, and have turned to thongs, 
both rubber and leather, to help feet 
beat the heat. Inexpensive colorful 
rubber pairs imported from Japan 
have had remarkable volume here 
for women, teens and children, who 
wear them for playing, gardening, 
marketing, picnicking and loafing. 
Shoe dealers have added great bins 
of them as a break-even item. At 





Wh 


avaliable fn natural, 
navy, bieck, tan, green, \ 
pink, light blue, red and 
paris rose 12.98 


sizes 4% to 10 anee to b 


RO NEWBURY STREET, BOSTON 
Teno CROSS STREET, WELLESLEY 


A light and airy environment is achieved 


for straws with aid of silhouetted birds 
in flight. Boston (2 cols.). 


59 to 79 cents, untold thousands of 
pairs have been sold. 

The Chamber of Commerce of 
suburban Maplewood sponsored a 
three day sidewalk sale in the com- 
munity’s shopping hub. Shoe deal- 
ers participated by moving racks of 
pairs outside to the sidewalk. Re- 
sponse to this novelty retail promo- 
tion citywide was excellent for all 
kinds of soft goods. The carnival 
air made for contagiously happy 
shopping. 


Sunshine, Prosperity Increase 
Detroit Footwear Volume 


A COMBINATION of _ ideal 
weather and general economic re- 
covery accounted for increased 
sales of summer footwear of all 
types in the Detroit metropolitan 
area. 

Almost all retailers report sales 
well ahead of last year, with the 
emphasis on white dress shoes in 
the girls’ and women’s lines, light- 
weight leisure footwear for men, 
and canvas footwear for the entire 
family. Summer sales were also 
reported quite successful with ex- 
cellent response from the buying 
public on every kind of clearance 
merchandise. 

The heavy demand for white 
shoes was as surprising as it was 
pleasant, since the white season is 
short in Michigan, usually from 
Memorial Day until mid-August. 
This trend was also reflected in the 
popularity of spectators in the 
women’s lines. High heeled styles 
on slender lasts were the best sell- 
ers. White with patent ranked first, 
closely followed by white with 
brown and white with blue. 

In the women’s casual category 
straws were very good, on both 
high and low wedge heels. Canvas 
casuals and very open sandals of 
leather stripping also sold well. 

Todd’s Shoe Store in Pontiac, ca- 
tering to a conservative older cli- 
entele, have experienced a 40 per 
cent increase over las‘ year in sales 
of women’s leather casuals of the 
arch type. Their sales of men’s 
casuals have shown a swing away 
from canvas styles and to the soft, 
light-weight leather shoes. Sales in 
the children’s departments are lim- 

(CONTINUED ON FOLLOWING PAGE) 
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ited almost entirely to tennis shoes, 
canvas footwear, and open sandals. 

As an indication of what’s to 
come for fall, Crowley’s Shoe Salon 
is selling an unusual number of 
calf and suede high-style dress 
shoes in the new fall colors with 
coordinated hand-bags. These dual 
sales of shoes in the $20 retail 
bracket with $16.95 matching 
purses are running quite high for 
so early in the season. The favored 
colors, in plaza calf and deldi 
suede, are Iris, Vicondetti, Arietta 
Green and Atom Blue. 


Miami Shoe Sales, Styles 
Show Many Variations 


REPORTS on shoe sales are as 
varied as the types and colors sold 
in this area at midsummer. 

For ladies, white is still tops. Lus- 
tres in melon, grapefruit and shades 
of yellow are fair. Pink is slipping 
and the pump with the narrow toe 
is tops in style. The extreme double 
needle has fallen from its peak. 
There is a healthy increase in the 
tailored look and stacked leather 
heels are good. Men’s shoes stocked 
at the same store which are popular 
are brushed leather casuals in col- 
ors of gray, tan, stone and other 
neutral tones. Some interest is dis- 
played in chukka types. In better 
shoes for men, dark brown for fall 
is selling strong. 

At the beach business is slow, ac- 
cording to most stores, but they too 
are selling white pumps and a little 
beige in calf. Black patent is good 
as always, and one of the high fash- 
ion stores reported selling a few 
black failles. Casuals are, of course, 
best, and there seems to be a run 
on little 14% inch heels which are 
taking the place of wedgies this 
year. 

At a popular priced Flagler Street 
store featuring sales throughout the 
month, a little bit of everything was 
being sold, even a few pastels. But 
more black patents than any other 
one item. Straw casuals are particu- 
larly strong. 

Business was reported as excellent 
at one of the downtown department 
stores. White calf in pumps and 
slings were at the top of the list in 
popularity and casuals were ex- 
tremely poor. Pastels, which have 
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had an extended good season at the 
store, are definitely out, according to 
the buyer. 

The popular priced store in down- 
town Miami which caters to our 
large Latin-American business re- 
ports a large demand for black leath- 
ers and suedes with the influx of 
Latin-American customers as_ the 
winter season progresses on the 
other side of the equator. Casuals 
are better than last year which was 
considered a peak year. 


Shoemen Eschew Newspaper 
Advertising at Los Angeles 
PARTICULARLY noticeable at 

this time is the sharp downward 
trend in newspaper advertising by 
local shoe retailers. Only a few of 
them are availing themselves of 
this selling media. In one of the 
largest most widely used newspa- 
pers for this purpose, there have 
only been two or three shoe ads 
per day. This is quite a comedown 
from the last few months’ heavy 
advertising schedules. 

Of the few ads that were run, 
one better priced store offers pumps 
in black calf, black patent, black 
suede, black silk, ordinarily priced 
at $19.95, on summer special sale 
at $15. Another store advertises 
their Italian flats, regularly $4.95 
to go at $3.90. They also include a 
lizard casual, regularly $17.95, 


“spectacularly” priced at only $9.90. 
One large chain dealing in cheapies 
have their sandals and canvas foot- 
wear priced for clearance from 77 
cents to $3.88. 

A big road-side chain is publiciz- 
ing a “twofer” sale, two pairs for 
the price of one. They are using ra- 
dio spots to plug it. Idea is a sound 
one, the same as a 50 per cent mark- 
down off list, but the public comes 
in with the “extra pair” notion in 
mind as they enter. 

Business seems to be somewhat 
slower right now which is probably 
due in part to the excessive hot spell 
recently experienced in Southern 
California. Everyone hibernated to 
air conditioned homes, coming out 
only to jump in the pool or buy the 
necessary food to put on the table. 

While business is not bad, you 
certainly can’t say it’s booming. 


Chicago Shoe Retailing 
Suffers Mid-Summer Ebb 


CHICAGO shoe stores and depart- 
ments are winding up their clear- 
ance seasons. Retail shoe business 
normally reaches a low ebb in mid- 
summer, and this year was about 
normal. Two events helped to spark 
some extra business. They were the 
visit of Queen Elizabeth and the 
International Trade Fair. Other- 
wise, most retail business consisted 
of sale merchandise and a few tran- 
sitional shoes at current prices. 
Whites followed the pattern of pre- 

(CONTINUED ON PAGE 48) 


RENAISSANCE VELVETS 


ry in French velvet 


This ad makes a bold and conclusive statement of beauty. Shown without back- 
ground illustration, the shoe itself is permitted to achieve its maximum impact. The 
matching bag provides solid support. Neiman-Marcus, Dallas (eight columns). 
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Conventional Sole 


6-year-old proves 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests—shoe soles made of new PARACRIL 0Z0 outwear 
all others 3 to I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


with PARACRIL 0ZO soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were still good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 


Naugatuck Chemical 





| NAUGATUCK 


835P Elm Street 


Division of United States Rubber Company Naugatuck, Connecticut 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexpert, W. ¥." 
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vious years. Advance sales were only 
slightly better that they have been. 
Most women waited until the re- 
cuctions in price. 

Adjustment to the changing price 
structure is a universal problem. 
Increases haven’t affected business 
to any degree in the higher price 
and fashion houses. But price stores 
are feeling the pinch and are pressed 
in the competition. All are making 
adjustments within their existing 
price structures. In the better 
stores, the moderate price bracket 
has gone from $12.95 to $14.95 and 
may go to $15.95. This is the big 
volume field in dress shoes for many 
stores. The better stores have also 
had to make changes in lines above 
this price figure. 

Fashion shoes haven’t met with 
too much price resistance. It’s the 
increases in long established staples, 
where customers know the prices, 
that are generating trouble. Men’s 
work shoes and children’s and 


misses are finding the greatest com- 
petition. Utility types will probably 
continue to get more price resis- 
tance Here, the customers know the 


prices, and are immediately alert to 
any change. The increases have al- 
ready affected some self-service op- 
erations. Some of the two-pair-for- 
five-dollar women’s operations have 
switched to $2.99 a pair. 

Retailers are agreed that the 
price increases and the rapidity of 
their changes make the profit pic- 
ture bleaker than ever. It also means 
there will be far more intensive 
promotions than in some time. The 
better stores will stress fashion and 
newness. In the popular price field, 
it will be price that gets the empha- 
sis. This will be particularly true in 
children’s shoes, now about to enter 
their intensive back-to-school selling 
period. 

The steel strike poses another 
worry for shoe retailers in heavily 
populated South Chicago, Gary, and 
Whiting, and the East Chicago in- 
dustrial district. If the strike con- 
tinues for long, the toll will be 
heavy, shoe retailers predict. Busi- 
ness may drop as much as 50 per 
cent at this critical start of the fall 
season. “Baby may need new shoes,” 
but few idle workers will buy them 
until their house and car payments 
are assured. 
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New York Traffic High 
Although Promotions Lag 


SHOE retailing in New York has 
been consistently good. This, in spite 
of the fact that the majority of mer- 
chants have done nothing spectacular 
in the way of promotions. They have 
been “washing up” the last of the 
clearance sales and simply marking 
time. 

Traffic has been good. This is 
probably due to the fact that New 
York is a popular tourist mecca and 
draws dense crowds of out-of-town- 
ers into the city. Shoe advertising in 
newspapers has been sparse. Clear- 
ance sales, for the most part, domi- 
nate the selling scene. However, 
those merchants who go after the 
consumer’s shoe dollar aggressively 
with strong promotions and fresh, 
new merchandise have been gratified 
by the results. 

Promotions have stressed white 
and colors for there are still five or 
six weeks of summer weather and 
opportunity for shoe selling ahead. 
Some of the ads indicate: ‘““Not even 
a breeze is as light as Sandler of 
Boston’s incredibly soft unlined 
summer suede, with the ounce-less 





JOSEPH HORNE Co. 


The Spectator Creates a Burst 


of Fashion Excitement 


Styled by Barefoot Originals 


The newly defined spectator in bone, beige and brown 
calf artfully stitched together and displayed 


on a high shim heel $18.95 


Horne’s, Women's Shoes, Fourth Floor 
Clever background illustration enhances 


the presentation of a newly defined spec- 
tator pump. Pittsburgh (3 cols.). 


flexible sole. Gone with the wind is 
the weightiness. Instead, we wel- 
come the blithe fleet-of-foot oxford 
on a mid-high stacked leather heel 

. in Coffee, brown, chateau grey 
or black.” (B. Altman & Co.) 

“Chandler’s beaded artistry from 
Hong Kong. . . . Spanning the sea- 
sons, the day into evening hours. . 
high heel pump of soft yet sleek 
satin-faille glows with jet beads. The 
dramatic trim handcrafted for you 
in Hong Kong!!” 

“Straws ...sunny as summer... 
fashion naturals too! South of your 
sun clothes, they look so bright and 
feel so cool . . . carefree casuals in 
natural straw. Sampling: twosome 
(mule type with open toe; and pump 
with high rising throat-line) detailed 
on gayest little heels of polished 
wood, crisp’n light as sugar cane.” 
(Baker’s) 

“Introducing the New Plattoe 
Last: Caprini’s ‘Sharp-Suiter’. . . 
the all-important oval toe, rising here 
to a proud new peak. Sides bank 
smartly, then square off where 
stitching encloses the elegant vamp 
.. . tiny holes punched in heavenly- 
soft ‘Padova’ leather from Italy. On 
the underside, ‘flying carpet’ soles 
with cushioned rubber insets. Black 
only.” (Jay Thorpe) 

These are but a few of the pro- 
motions. Others included special pur- 
chases or limited selling periods .. . 
sale of India reptiles—handbags and 
shoes at Bloomingdale’s. . . . English 
golf shoes at Jay-Thorpe. .. . “For 
camp or campus—‘Tantique’ brown 

. . hand-burnished saddle leather 
flats by Sandler of Boston.” B. Alt- 
man & Co. indicates that the “more 
you wear them, the mellower and 
softer they get . . and without 
polish.” Shoe retailers are encour- 
aged by the good selling. They indi- 
cate that for the most part their fig- 
ures are ahead of the same period 
last year. 


United Footwear Corporation, 
newly incorporated, has opened a 
leased department in United Mills, 
a discount-type department store at 
18200 Joy Rd., on Detroit’s west 
side. The department features self- 
service and is a family operation. 
The company is controlled by Eli 
Chodorowski, who has_ operated 
Wilson’s Shoes in Hamtramck, 
Mich., for several years. 


Boot and Shoe Recorder 





Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 44) 


tionally are high when vote counting 
time is nigh. AFL-CIO calculates 
shrewdly that a slap-on-the-wrist re- 
form law in 1959 will be far better 
than a tough reform law forged in 
the political heat of an election year. 

“Labor wants an anti-racketeering 
law,” the AFL-CIO hierarchy de- 
clares in a new full-page announce- 
ment in the AFL-CIO News. Here’s 
what the union leaders want (note 
the similarity to this plan and the 
Kennedy “reform” bill before it was 
toughened up): 

Public financial reports by unions 
and employers, policed by U. S. La- 
bor Dept. 

Safeguarding of union elections 
processes. 

Ban on improper trusteeships im- 
posed for unethical purposes. 

Voluntary “ethical practice” codes 
and a government study of labor- 
management relations. 

Ban on embezzlement of union 
funds. 

Rewrite of Taft-Hartley law to 
make foremen and supervisors sub- 
ject to unions, plus other Taft-Hart- 


ley changes. 

AFL-CIO officials are urging rank- 
and-file members to hit Congress 
with a flood of mail demanding these 
reforms. “Write your congressman 
today,” the union heads urge. ‘Tell 
him you want to get at the crooks. 
Tell him you won’t stand for a law 
that hurts your union. Tell him you 
want honest labor-management re- 
form—not labor ruin.” 

An avalanche of mail from the 
grass roots could go a long way to- 
ward achieving the AFL-CIO hopes. 
But labor reform otherwise is hung 
up this year—caught between union 
demands for soft reform and the 
desire of many congressmen for a 
meaningful clean-up. 


It’s now official that shippers and 
stores can continue to collect the 
full amounts resulting from loss or 
damage of goods shipped by rail or 
truck. The Interstate Commerce 
Commission refused to permit the 
railroads and the trucklines to limit 
their liability for loss and damage to 
a maximum of $3 per pound—or, in 
lieu thereof, to assess extra charges. 

National Retail Merchants Asso- 
ciation fought the rail and truck 


proposal at the ICC in Washington. 
ICC finally ‘agreed with the mer- 
chants. 


One-stop guidance service for 
business and personal taxpayers is 
under development at principal of- 
fices of the Internal Revenue Ser- 
vice. 

The federal agency doesn’t prom- 
ise to make tax payments less bur- 
densome or refunds easier to get. 
But the person who needs IRS assis- 
tance is to be offered a reduction in 
office-hopping when he comes in for 
aid. 

IRS Commissioner Dana Latham 
admits that taxpayers visiting IRS 
branches after the filing period often 
have to stop at a number of offices. 
Sometimes they have to go to more 
than one building to find what they 
want to know. This is being changed, 
he says. 

Reorganization of IRS collection 
divisions is to save the taxpayers 
some shoe leather. The new arrange- 
ment should permit completion of 
the tax mission at a single office. It 
also is expected to reduce time and 
expense in the handling of returns, 
billings, and other paper work. ®® @ 


CONVERTIBLE 


SHOE AND BRACE COMBINATION 


The Convertible shoe features a built-in serrated 
disc, that attaches direct to the brace . . . allows 
more accurate settings. The Roto-Lok insert is lo- 
cated in the proper spot, eliminates guess work. 
No rough edges to tear bed clothes. Simple to 
apply. Saves a pair of shoes, can be worn night 
and day. 


ROTO-LOK 
© INSERT 


SABES 


EQUINO-VARUS 
—_— MARK sero 


MANUFACTURED EXCLUSIVELY BY 
R. J. POTVIN SHOE CO., BROCKTON, MASS. 


Re 


A knurled nut screws into 
the insert in sole of shoe 
holding the brace firmly in 
the position the doctor 
desires. 
BAR INTERCHANGEABLE 


WITH FILLAUER CLAMP 


‘Sanne ee TYPE OR RIVET-ON BRACE 


SOLE OF SHOE 
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Milwaukee 


SHOE manufacturers at Milwaukee report that business is 
good. Shipments during the summer have been exceeding 
last year’s figures. Plants are all working at capacity and 
overtime schedules are general, following the return to work 
from the annual vacation shutdowns. 

Several firms claim that shipments are currently more than 
10 per cent above 1958. This is an indication that dealers 
are considerably optimistic over fall and winter prospects. 
Salesmen are finding dealers more eager to plan and buy for 
strong fall and winter promotions than they were a year ago. 
Fill-in business has been good. The midwest area, particu- 
larly, has been enjoying an excellent summer volume. 

The headache looming over the industry, however, con- 
tinues to be the necessity for steadily climbing prices. Sev- 
eral new, selective price boosts were announced by a few 
of the men’s shoe producers here in mid-July, in line with 
the industry trend. Dealer and consumer reactions to earlier 
price increases on fall footwear have not yet been felt. Ac- 
cording to one key plant executive, “We're all concerned; 
we're wondering what the consumers will do when the new 
prices are unveiled.” 

Supplies of leather are causing increasing concern. Leather 
buyers report that they look for the supply situation to grow 
tighter as the fall months approach. Advancing prices for 
specialty leathers needed for next spring’s output is due to 
present a particularly serious problem, it is felt. 

Work shoe production continues to gain excellent levels 
this year. Improved factory employment throughout the coun- 
try has been providing a beneficial shot in the arm for work 
shoe makers here. An innovation coming off the production 
lines here in one plant is a line of Nylon fleece-lined cold 
weather boots. 

Children’s shoe production has temporarily tapered off. 
The summer lull before the back-to-school retail rush begins 
is being utilized to make plans for next spring’s production. 
Children’s shoe producers indicate that they are racking up 
an extremely successful year. 


St. Louis 


PRICING strategies continue to take top priority with most 
St. Louis producers. Several houses are “sitting by tempo- 
rarily,” waiting to see what the national pattern will be. They 
indicate that increases of between three and five per cent on 
some shoes will be inevitable. Across the board rises are con- 
sidered unlikely. 

Official announcement of a three per cent increase by 
Brown Shoe Company on all lines except Smartaires will more 
than likely touch off a wave of announcements from small 
firms, juvenile, women’s and specialty houses, spokesmen say. 

At least one firm will give its accounts a 10-day warning 
on price advances so that dealers may fill in stocks at first 
fall prices. With calfskin commanding a premium price 
tag, producers of women’s better grade shoes here are finding 
that a smaller percentage of calfskin pair orders are on the 
books, as compared to other years at this time. Dress shoes 
of this leather have been upped about 50 cents per pair. 

Sales representatives are out on the road now with their 
second rounds of fall selling. International men will be in 
their territories August 3 showing expanded lines for several 
brands. This trip will stress slippers for Christmas, holiday 
dress shoes of all kinds, Fun-Shus canvas playwear, and 
Utrilons. Amigos by Utrilon, it is reported, have had ex- 
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cellent response saleswise in the short time since Interna- 
tional added them. The expanded Utrilon women’s line will 
include a new light yellow, a light green, a pearlized bone, 
and pearlized white, in addition to its regular primary colors. 
For men, Amigos by Utrilon will include a B&B tie-in. A 
squared toe slip-on has been added to the men’s line oxford, 
sandal and thong patterns. An oxford has been added for 
boys. 

A number of St. Louis firms are participating in the Amer- 
ican National Exhibition in Moscow, now in progress. As one 
attention-getter, International is providing a single style of 
Vitality shoes 61 different ways to show the tremendous range 
available in American-made shoes. 

Two new factories are getting under way in the St. Louis 
area, a Penaljo production plant, De Soto Shoe Company, a 
wholely owned subsidiary of Hamilton Shoe Company; and a 
Marpat Darts plant, Marpat Shoes, Inc., at Seymour, Mo. 
The latter will make women’s casual shoes by a special patent- 
pending process. William C. Wolff is president and treasurer 
of the company. 


Los Angeles 


SOUTHERN CALIFORNIA manufacturers are expecting a 
push from the new fad for boots and bootie type shoes this 
fall. Orders from all over the United States seem to indicate 
that it might be worth while going ahead with some strong 
publicity and advertising to make every teenager and young 
woman fee] that they have to have a pair to be in the swing 
of things. 

Business in general has been steady though not spectacular. 
Vacations have kept the personnel down and eliminated the 
necessity for any layoffs. Summer re-orders are holding well, 
especially in the open toes and vinyls doing exceedingly well. 
Fall orders have kept the local factories going along in good 
form. 

Figure though they will, there seems to be no way out of 
another raise in prices. It is felt that the raise will come 
around the 15th of August and be in the neighborhood of 
four to five per cent. Manufacturers say it just can’t be 
helped. The Manufacturers’ Association has had many meet- 
ings and discussions covering this problem but that percent- 
age seems to be the very least they could come up with. 


Chicago 


PRICE increases continue to dominate the Chicago market 
as they do elsewhere in the country. They are the chief 
topic of conversation at all levels: retail, wholesale, and in 
the factory. The past month has seen a series of jumps in 
all price categories and on all types of shoes. When one of 
the major companies comes out with an increase, most of the 
rest follow suit, and very quickly. 

The stage has arrived where there is growing concern 
about the ultimate effect on the consumer. The higher priced 
shoe stores and departments have not met any great resis- 
tance as yet. But the price houses have and expect it to in- 
crease. Fashion shoes, which can be sold on the basis of 
novelty and newness aren’t affected materially. But utility 
types, particularly men’s work shoes and children’s regular 
school shoes are. This comes at a particularly critical pe- 
riod. The stores are going into their best selling period of 
the year. Many retailers, particularly the neighborhood 

(CONTINUED ON PAGE 57) 
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PIGMILLION 


PIGSKIN 
BY THE 
HAUS OF KRAUSE 
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Milady of fashion’s new passion in footwear—lush color wedded 
to the luxury of plush Pigmillion Pigskin. Alive with rich color 
and texture, so soft and supple it’s a sure hit in new fashions 
created by top footwear stylists. Beyond beauty — this sales- 
appealing plus! All 16 glamorous colors are washable and 
cleanable! For details, write: 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 
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Big Little Shoes 
for Pre-Teeners 
(CONTINUED FROM PAGE 33) 


only from Dr. Trippet but Irving 
Ravel and Ernie Marx. Mr. Ravel 
operates children’s shoe stores in 
Austin and Houston under the name 
of Kara-Vel; Mr. Marx owns two 
children’s shoe stores called Pam’s 
in Clayton and Crestwood, suburbs 
of St. Louis. 

To Dr. Trippet, the term “grow- 
ing girls” size run is very applicable 
to pre-teeners. He feels, on the 
other hand, it does not apply to 
teenagers and suggests that pat- 
terns for this group be called 
“Grown Girl shoes.” “The teenager 
is a grown girl... in thinking, buy- 
ing and shopping,” he points out. 

“Buying then for the ‘growing 
girl’ and the ‘grown-girl’ becomes 
somewhat clearer,” he feels. Partic- 
ularly in his store where the whole- 
sale buying method is one in which 
the store attempts to dominate the 
fashion presentation to people in 
his community. His explanation of 
this: “We carefully select the Num- 
ber One shoe in the utility field... 
then the Number One styles for all 
other footwear types . .. in each 
consumer category. We tell our per- 
sonnel that ‘This is the Number One 
shoe in a given category. Develop 
your knowledge on it .. . learn your 
presentation points . . . present the 
shoe as the only one possible and 
right for the occasion it is designed 
for. Be the Pace Setter store.’ ” 

This method, as applied to pre- 
teen and teens, was successfully 
used last fall and success is antici- 
pated again and again. For ex- 
ample, a nylon velvet hook and eye 
was termed tops for pre-teens; a 
suede 3-eyelet bal oxford was ear- 
marked for teenagers. The differ- 
ence in buying habits was proved. 
Few teenagers bought the nylon 
velvet .. . few pre-teens selected the 
suede tie. 

Distinctive styles for each group 
...a different area in which to buy 
them ... that’s Dr. Trippet’s way. 
“We have two different sections for 
fitting girls in our store, divided by 
a purse and bag display. It is al- 
most uncanny the way the teenagers 
beeline for the side sophisticated in 
decor. The pre-teens as readily ac- 
cept the more youthful decorated 
side.” 

Irving Ravel estimates that the 
majority of girls past eight years 
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are in the growing girls’ size run. 
This group, he says, wants fashion 
just as much as teenagers do. But 
the fashion, he emphasizes, must go 
hand-in-hand with hard counters, 
shanks and conventional soles. Even 
when selecting loafers, these same 
construction features are demanded. 

“By 11 years of age, 99 per cent 
of our customers are in women’s 
sizes, and they start the transition 
into so-called teenage fashions. 
They also join the conformist group 
and would ‘drop-dead’ rather than 
wear something apart from what 
the other girls wear. This group, 


however, still belongs to the juvenile 
shoe store or department,” Mr. 
Ravel continued. “They are shop- 
ping with their mothers who 
wouldn’t consider taking them into 
an adult department. Softy con- 
structions now move into the pic- 
ture. By 138, we’ve lost these cus- 
tomers. Their last buy from us is 
their first heel.” 

The mother-daughter relationship 
definitely determines what the child 
wears, says Ernie Marx. “Hence, it 
is difficult to draw an age line be- 
tween pre-teens and teenagers. Some 

(CONTINUED ON PAGE 56) 
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straight and sturdy legs. 


quality shoes for boys. 


Cc. H. ALDEN SHOE COMPANY 
Cuslon Boolmakers Since 1884 


BROCKTON, MASSACHUSETTS 
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IN STOCK 


B46 Boys’ Black 
B44 Boys’ Mahogany 


Correct fitting with properly 


designed shoes can help youngsters develop 


Alden-Pedic boys’ 


shoes are scientifically designed to accommo- 


date any prescribed corrections. For normal or 


problem feet, Alden-Pedics are America’s finest 
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Queen of fashion! 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO. INC 
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NEW 
COLLAR BOOT 


Watch for 4 
Rain Dears 

\ to Play 

i The ACE- 


ii 


Quotes from 

those who 

have previewed it! SN 

“A basic new 

idea — a great step 

forward by Lucky the leader.” 

“No rainboot like it ever before — may prove 
to be the biggest card Lucky has ever played.”’ 


BECAUSE OF THE OVERWHELMING BUYER ACCEPTANCE 
of the new additions to our Rain Dears line, we are 
anticipating the largest increase in volume in 

our history . . Please order NOW! 


941 E. Third St. 2019 W. Walnut St. 47 W. 34th St. 
LOS ANGELES CHICAGO NEW YORK 


MAdison 5-2531 CHesapeake 3-3329 PEnnsylvania 6-5955 
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Big Little Shoes 


for Pre-Teeners 
(CONTINUED FROM PAGE 53) 


8-year-olds dictate to their mothers; 
some 13-year-olds are still ruled by 
mother’s choice.” 

Geared as Mr. Marx’s stores are 
to children, no attempt has been 
made to enter the teenage field as 
such. And, in buying for pre-teens, 
he feels that it is wise to terminate 
the size run at 7. “While some 
young girls may have larger feet, it 
is better to lose the sales than to 
take the markdowns on size eights 
and up. These girls are lost to us 
as customers anyway.” 

Most pre-teen customers, shop- 
ping with their mothers, will accept 
the more durable construction fea- 
tures; many still get detachable 
straps. “While we do not play up 
soft constructions and extreme lasts 
for this group, we do carry styles in 
this category,” Mr. Marx reports. 
“We sell these only after making 
sure that the customer understands 
that some standards of fit and wear 
are being sacrificed. To refuse to 
sell them is to lose the customer to 
another store. And on the next trip 
in, the chances are good that they 
will buy a better-fitting shoe.” 

As more and more manufacturers 
emphasize shoes for pre-teeners, 
more and more retailers have ex- 
panded their children’s stock to in- 
clude growing girls’ sizes. The prob- 
lem of the big little girl is definitely 
growing in recognition. 

Kaut White of Ed White Junior 
Shoe Co., reports that his firm has 
just entered the field of “big little 
girl shoes.” “They are a necessary 
gap filler for retailers,” he says; 
“acceptance proves it.” Robert A. 
Gerwin of Gerwin Shoe Co., says 
these types represent 30 per cent of 
the firm’s total business and “we 
are having increases each season on 
these shoes.” Alex W. Smith of 
Weber Shoe Co., reports 18 per cent 
of the firm’s volume, a 50 per cent 
increase in the last few seasons. 

So, if you are a retailer who has 
missed sales because of not being 
able to fit the big little girl, why not 
try a few pre-teen shoes when mak- 
ing your second fall buy. Almost all 
major producers of children’s foot- 
wear have offerings in this category. 
And, if you’ve kept a lot of good 
customers from their first shoe on, 
why not make the effort to keep 
them for a few years longer. 
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Inside Shoe Business 
(CONTINUED FROM PAGE 36) 


sin, for it violated the dogma of the 
Organization Man cult. All men wore 
the same kind of shoes as they wore 
the same uniform, the gray flannel 
suit. If a change was made, not only 
was it made slowly and cautiously, 
but it was made en masse, such as 
into the more recent Ivy League uni- 
form. It got so that you could tell 
that a man was a man not by the 
breath of his shoulders or the mascu- 
line stride, but by his uniform. 

A third principal participant in 
this conspiracy, consciously or guile- 
lessly, was men’s shoe business it- 
self. Three or four decades back, 
men wore high shoes in winter, ox- 
fords in summer. That was two or 
more pairs of shoes a year. We 
switched full over to the oxford and 
lost a pair. 

In the eight-year period, 1922-29, 
per capita production of men’s shoes 
averaged 2.30 pairs a year. In the 
far more prosperous eight-year per- 
iod, 1951-58, men’s production had 
slumped to a per capita annual aver- 
age of 1.77 pairs. In 1923 the men’s 
per capita was 2.66 pairs. In 1958 
it hit a new low of 1.66 pairs. If 
today we had maintained the 1923 
level, we’d be selling 55 million more 
pairs of men’s shoes for an additional 
retail volume of well over one-half 
billion dollars. 

Men’s shoe business is rife with 
“important” style changes which 
create interest but no net gain in 
sales. We promote a change from 
black to brown, or vice versa, but 
no net gain. We instigate a change 
from regular shoes to lightweights 
or Continentals, but no net gain. We 
bring in the “sensational” low-top 
shoe, but no net gain. For the past 
30 years, the same old 100 million 
pairs a year, give or take a bit. 

We’ve so ingrained the male with 
the shoe philosophy of “long wear 
and lazy comfort” that he has come 
to believe that his shoes, like wine 
or cheese, acquire increased value 
with old age. 

Do I have a magic solution? No. 
I’m simply one of the conscientious 
clan of soul-searchers. For only by 
relentless self-probing and self-ques- 
tioning can we hope to uncover some 
of the sick roots to this problem. 

But if there’s a “moral” to this 
piece it’s simply this: there’s no 
justification for our ingrained belief 


that the male is “naturally” conserva- 
tive in his sartorial tastes, or that by 
nature he’s resistant or unresponsive 
to change. He’s inherently a creature 
of plumage, as corroborated by his 
centuries of history except for the 
recent decades. 

Some day, perhaps in abrupt re- 
bellion exploding after years of pent- 
up sartoria] suppression, we may see 
the male return to his natural state 
of plumage. Then men’s shoe pusi- 
ness will rise up to enjoy the most 
prosperous time of its life. 


Fashion Highlights, 
Soviet Exhibit 


(CONTINUED FROM PAGE 37) 


we expected a similar—if somewhat 
smaller—display in the Soviet Ex- 
hibit. We found no specific shoe 
exhibit as such. Shoes were merely 
an incidental part of the costume 
... either on the mannequins in the 
static display or the live models on 
the runway, during the hour-long 
fashion show presented twice a day 
on the first floor of the Coliseum. 


Profile: Ralph M. Abrams 


(CONTINUED FROM PAGE 30) 


Palizzi. All they did was add an 
“o” .. . Palizzio . . . and they were 
in business .. . the corporation name 
as well as the brand. They could 
almost take the credit for anticipat- 
ing the Italian trend and fashion 
influence back in ’37 and watching it 
come into peak fruition these past 
few years. 

Ralph Abrams’ experience, prior 
to going into the shoe business, had 
been in retailing . . . a varied back- 
ground in buying and merchandis- 
ing . . . handbags, jewelry, acces- 
sories .. . even textiles. He has put 
it all to good use. As president of 
Palizzio, his responsibilities are all- 
inclusive . . . especially selling. He 
believes strongly in the policy that 
the head of a company should have 
contact with the customers . . . be 
part of sales. 

At Palizzio’s, four specific season- 
al lines are generally presented .. . 
although mid-season lines are be- 
coming increasingly important. 
Salesmen are on the road about six 
times a year and the huge map of 
the United States, in Ralph Abrams’ 
office, pinpoints the areas in which 
Palizzio shoes are sold. The heaviest 

(CONTINUED ON PAGE 60) 
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Manufacturing News Traditional Choice of 


(conrinuED FRom Pace 50) style-conscious, comfort-minded customers 
independents, are worried. Stocks are higher than a year 
ago, or will be when fall shoes are delivered. Fortunately, Fz 
they are clean, as summer clearance sales have been reason- - ae 
ably good. 

Meanwhile, most factories have production troubles. They | ae : 
are catching up after traditional vacation close-downs. They Traditional Choice of 
are being pressed for early deliveries on school shoes and sales-conscious, customer-minded dealers 
suedes. Present production schedules are filled up with 
orders through October. Business remains satisfactory, with 
orders running slightly ahead of a year ago. Some men’s | 


factories are showing substantial increases. BAS 7 


New York State WEEJUNS* 


VACATIONS are over. Workers are back at their jobs and Nationally advertised to men who 


most New York State shoe factories are operating at peak appreciate the best... 
production. Their immediate job is to catch up on deliveries 
and ease the bottleneck of orders that were received just 
prior to the vacation period and since. 

Traditionally, retailers want the first fall shoes in their 
stores by the beginning of August. This could be an almost 
impossible situation except fer a very simple expedient. Cus- 
tomers have cooperated with the manufacturers in a very 
practical manner. They have taken delivery of the shoes | 
during late June and July. This six weeks’ leeway has | 
helped considerably to cushion the delivery schedule and | 
forestall any hitch in the merchant receiving his shoes in 
time for “transition” and back-to-school selling. As a further 
inducement, manufacturers have extended their dating a 
month or so: shoes shipped July 25th are dated as of Au- | 
gust 25th. (CONTINUED ON PAGE 63) | 
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TRADITIONAL CHOICE... timeless in taste 
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Barefott Wy Fatdon’ 


o> 2 


The shoes for action, for quick turnover, 
for a handsome profit. No markdowns 


ever. investigate now! pe This advertisement will appear in 


PLATTOE LAST ae ESQUIRE — September 


4017—The BOWMAN Tie 2 
14/8 Suede Covered Heel By NEW YORKER — Sept. 12 


SPORTS ILLUSTRATED — Sept. 14 
quarter and tongue 


teak cul eter im I Featured Shoe: Style 734. Bass Weejuns* 
six-eyelet tie ee Brown Antiqued, Double Leather Soles; Leather Heels. 
Long inside counter ee ; | = 

SIZES IN STOCK 


AAAAA 7 to Ii 
— 6/2 to II 





G.H. BASS & CO., 179 MAIN ST., WILTON, MAINE 





Black suede vamp, 


to II 


fell ¥ ORIGINATORS OF WEEJUNS* 


E 4 to9 First on the market; first promoted ; first in choice 


| & *T.M. Reg. 
| G. H. BASS & CO., Dept. BS-8, Wilton, Maine, 614 Marbridge Bldg., N.Y.C. 1, N.Y. 
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RUBBER CORPORATION 


903 ROSS STREET. RAHWAY, NEW JERSEY 
FUlton 


March 30, 1959 


Terhune 
oe Recorder 
Chestnut and 56th Streets 
philadelphia, pennsylvania 


Dear Mr. Terhune: 


It occurs to me that you might like to know what a tremendous 
help your publicat een to us. We have advertised consist 
ently for the 13 years in the Boot and Shoe Recorder. During 
this time, our s have increased many fold. 


The man most responsible for our success has been the shoe 
retailer ~ 8° much so that in our sales philosphy, we think of 
him as a partner. 


Our policy is to consistently design and make good and unusual 
nique and superior advantages for both the consumer 
If our partner, the retailer, thinks well of us and 
our products, their saleability and profitableness; if he stocks 
and displays Our overshoes, Our success is assured. Without him, 
all of our merchandising and consumer advertising is useless. 


The best way to supply him with our products quickly and eco- 
nomically is through efficient wholesale distribution; unfortunately, 
this gives us no direct contact with our partner. In this need for 
communication, we rely almost entirely on our advertising in the 

poot and Shoe Recorder. 1 think our success speaks well for its 
effectiveness. We look on our Boot and Shoe advertising as the 
foundation of our entire program. 


You are certainly to be congratulated on the people working 
Your sales, production and editorial staff have always 
been pleasantly and efficiently cooperative. We call on them often 
for information and help. We know that if marketing facts of the 
shoe industry are available, we will be supplied with them quickly. 
Yours very truly, 
TINGLEY RUBBER CORPORAT LON 


William McCollum, Jr- 


Established 1896 


Boot and Shoe Recorder 

















“BOOT and SHOE RECORDER 


advertising is the foundation 
of our entire program,” says 








William McCollum, J Tes Vice President 


Tingley Rubber Corporation, Rahway, N. J. 


“For 13 years we have advertised consistently in 
BOOT and SHOE RECORDER. During this time 
our sales have increased many fold. In our need 
for quick, economical communication with our 
partner, the retailer, we rely almost entirely on 

our advertising in BOOT and SHOE RECORDER. 

I think our success speaks well for its effectiveness.”’ 








Bill McCollum’s opinion of the value 
of advertising in BOOT and SHOE RECORDER 


is another example of the sales-pulling power 
of the shoe industry’s No. 1 publication. 


BOOT and SHOE RECORDER 


A CHILTON PUBLICATION 
Chestnut and Fifty-Sixth Sts., Philadelphia 39, Pa. 
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Profile: Ralph M. Abrams 
(CONTINUED FROM PAGE 56) 


concentration used to be in the 
southeast and southwest but now it 
is extensively national. 

Many fresh approaches to manu- 
facturing and distribution have been 
used successfully by Palizzo. Aware 
of the importance of turnover to the 
retailer—they were probably the 
first to introduce the instock depart- 
ment in the women’s better shoe 
business. Approximately 25 per cent 
of the Palizzio volume is done on 
an instock basis . . . having mer- 
chandise always available. “Our 
goal, in this fashion world of ours,” 
says Ralph Abrams, “is to make 
shoes as quickly as possible, within 
the realm of quality shoemaking and 
standards; and then to expedite de- 
livery to our accounts. 

“We are in a fast-moving, com- 
petitive industry and the whole back- 
ground of our organization and 
workers is in the New York tradi- 
tion of quality shoemaking. The 
natural gravity is to stay within the 
sphere you know best ... in our 
case, quality shoemaking. What we 
have tried to do is produce the 
‘Cadillacs’ of the shoe field. We be- 
lieve that customers should pay for 
quality, design, research; but they 
should not pay for waste. There- 
fore, we try to incorporate as many 
mass-production methods as are 
feasible, without deviating from the 
quality standards. One of our best 
assets, because of the nature of the 
organization, is our flexibility and 
adaptability. You must be flexible 
... able to get in and out of things 
without a lot of red tape. 

“The quality shoe market is con- 
tinually expanding; and we must 
be part of that growth. Capital in- 
vestments are heavy and costs are 
considerably higher but we try to 
offset this through careful planning 
and manufacturing. We scout the 
markets both here and abroad for 
machinery that will serve our pur- 
poses best and most economically. 
We have also originated or amplified 
machines for our own specific needs. 
We were one of the first factories to 
adopt a combination sole laying and 
breasting process—that adds flexi- 
bility to the shoes and, at the same 
time, eliminates some of the shoe- 
making operations. We also use a 
stock-fitting combination machine. 
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The time and moneys expended in 
research and new machinery effect 
their own economy in operation in 
the long run.” 

At Palizzio, the departments are 
closely integrated . . . the pattern 
and design departments the 
factory and the showrooms .. . all 
close to one another. An indication 
of the flexibility that Ralph Abrams 
was talking about is exemplified by 
their pattern department. For in- 
stance, they can turn out uppers in 
a matter of hours. Frequently, a 
customer will come in... talk about 
a specific type of shoe. The pattern 
maker is called in. He takes the 
specifications and, within hours, he 
will produce the sample. 

Another important phase of the 
Palizzio business is their bag de- 
partment. As Ralph explains: “‘We 
went into the bag business in 1942. 
To my knowledge, we are the only 
shoe people in America who manu- 
facture our own shoes and bags on 
the same premises.” The handbag 
division is in the capable hands of 
Miss Frances and it has been a most 
successful innovation. 

Weekly discussion-luncheons are a 
must. All executives, salesmen and 
top personnel who are in town on 
Fridays never have to think or 
worry where they are going to lunch. 
They know in advance. 

Ralph goes abroad once a year. 
He covers the fashion centers and 
usually brings back many fabrics 
both for shoes and handbags. When 
he is not making a trip to Europe, 
he generally makes the sales circuit 
with the salesmen . . . visiting cus- 
tomers. He also attends most of the 
trade shows—national and regional. 

As for franchises, Palizzio has 
one in Canada and they are now 
establishing a licensee in France 
and expect to exhibit Palizzio shoes 
during the Semaine du Cuir in Paris 
in September. The French market 

. the French influence and in- 
spiration are becoming exceedingly 
important again; and Ralph feels 
that this connection with the factory 
in France will keep that contact 
close. 

Ralph Abrams came to New York 
from his home town, Springfield, 
Mass., when he was sixteen years 
old. Went to school in the city. At- 
tended New York University. He 
had one or two jobs before he 
started in business with Leo Gordon 


in 1937. He was 24 years old then 
and acknowledges time and time 
again the terrific influence that Leo 
Gordon had both on him and the 
growth of the business in the inter- 
vening years. 

He likes urban living. He and his 
wife, Yvette, live at 84th Street and 
Park Avenue, in New York City. 
They have a daughter, Joanne... 
who is a student at Boston Uni- 
versity; and a son, Michael, who is 
fourteen years old. Between fashion 
and industry . . . methods and pro- 
cedure, he manages to keep busy 
constantly. He also devotes a great 
deal of time to the Joint Defense 
Appeal. In 1957 he received a cita- 
tion and was named the “Key Man 
of the Year” by that organization. 
He has been a member of the board 
of the National Shoe Manufacturers 
Association for several years. 

At the present time, plans are 
being made to move the designing, 
pattern-making, show rooms as well 
as the executive offices down to the 
main floor . . . which has been air- 
conditioned and redecorated. The 
factory facilities will be expanded 
tu take full advantage of the other 
four floors in the building. 

This is how Ralph Abrams sums 
up the situation: ‘We feel we are 
going to get our share of the coun- 
try’s prosperity. Women constantly 
want better merchandise; and we 
feel that with continued economic 
development and stability through- 
out the United States more cus- 
tomers will move into the quality 
merchandise bracket.” 


Trademark Granted Wilner 


NORWAY, ME.—A trademark 
depicting a feather superimposed 
with the words “Feather Pine” will 
be used by Wilner Wood Products 
Company to identify all its heels 
and wedges. Charles G. Chason, 
company president, said this is the 
first trademark that Wilner has 
registered. 

Before adopting the trademark, 
Mr. Chason said, the firm developed 
a method of lumber selection, dry- 
ing and grading which permitted a 
46 per cent reduction in the weight 
of the lumber used in Wilner prod- 
ucts. Lighter weight heels with 
slimmer styling resulted, Mr. Cha- 
son added. 
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AMAZING NEW PROFIT-MAKER 
FOR SHOE STORES... 
FRUIT OF THE LOOM UNDERWEA 


“Profits from Fruit of the Loom Underwear far ex- 
ceed my expectations,” says shoe chain operator 
. Charles Marbach of County Shoe Center 

_ New York. 


“Selling Fruit of the Loom Underwear 
in my shoe stores proved to be a natural 
and fast profit-maker. I’m making it 
part of my permanent operation.” 


Fruit of the Loom shirts and shorts retail prices are 


fixed at 49+ pee 69% 


. -- America’s most in-demand price range! 
More underwear is sold at these prices than any 
other price. 


Fruit of the Loom Tee Shirts, Athletic Shirts and 
Briefs are pre-packed in Cellophane bags for impulse 
action, fast self-selection...customer’s protection. 
A 107 year old brand, known and respected by women 
and men. 


Fruit of the Loom’s hard-hitting national advertising 
schedule works for you in: * Life * Look * New York 
Times Magazine * Parade * Metro Group and net- 
work TV. 


Complete line of Fruit of the Loom Men’s and Boys’ 
Underwear, priced for easy sales! 

Competitively priced, yet plenty of markup for you, plenty 
of value for your customers. No 

wonder Fruit of the Loom is 

a “natural” seller in shoe stores. 


CLIP THIS COUPON NOW FOR A FAST, HIGH PROFIT 


Union Underwear Company, Dept. S 
Empire State Building 
New York, New York 


Please show me how my store can profit with the 
Fruit of the Loom line of men’s and boys’ underwear. 


Complete Men’s and Boys’ Size 
Range... includes Men’s Gripper 
and Boxer Shorts, Briefs, Athletic 
and Tee Shirts. For Boys: Boxer 
Shorts, Briefs, Athletic and Tee 
Shirts. 


PROVEN SELF-SELLING RACK! 


MF7 AVAILABLE AT NOMINAL 
Cosf. 32” square, 54” high. Holds 
45 dozen garments. 


NAME 





ADDRESS. 





COMPANY 





POSITION 
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Sales Training Series: 
Difficult Objections 


(CONTINUED FROM PAGE 39) 


take care of the customer’s problem but also to build up 
other plus factors that will speed the closing of the sale. 

To obtain complete rapport with the customer, the 
salesperson should permit her to state the problem com- 
pletely. 
picture is presented. His reply should be correct, com- 


He should never interrupt before the “entire” 


plete, as short as possible and convincing, with an antici- 
pation of questions that might follow. The salesperson 
must be able to get to the bottom of what is troubling 
the customer so that his reply will completely satisfy her. 
He should also make it his business to be so well in- 
formed about his footwear and any potential problems 
that might arise that his logical and intelligent explana- 
tions will be respected to the point where the customer 
will not only purchase the shoes she came into the store 
for, but will be conditioned to purchase extra pairs. 

Always agree with the customer. When the customer 
voices a legitimate objection, the salesperson should agree 
and then go en to give his side of the story. He should 
not minimize the importance of the objections raised. He 
must agree that a problem exists and then dispose of it in 
a professional manner. 

An intelligent salesperson will see the opportunity of 
turning a difficult question into an excellent selling point. 
For example, a customer with known weak feet might 


complain that the inside counters were creating pressure 


in the area of the pronated part of the foot. The shoes 
feel stiff. This can be turned into a good selling point by 
showing the customer that she needs a reasonable amount 
of firmness in that area so that the foot will receive more 
support. The only reason for the complaint is that the 
pronation of the weak foot is being resisted by a sturdy 
counter. This is not a fault in the shoe but an asset. The 
unusual sensation in the area of the longitudinal arch 
exists because the shoe is offering the proper support. 
The customer’s foot feels strange at first but will become 
accustomed to the shoe in a short time. The use of a heel 
cushion can relieve this pressure temporarily. A check 
of the old shoes in the explanation to the customer will 
reveal that they were broken down in the region of the 
counter, at the inner border. This indicates that there 
was no support where it was most needed. 

This complaint, if properly handled, will turn the ob- 
jection into a sale. The customer will have confidence in 
the salesperson and the sale will be easier to conclude. 
This situation was turned to advantage because it con- 
vinced the customer that the shoes were right for her. 

Objections have also been overcome by presenting valid 
reasons why the shoes should be purchased, even if they 
are not what the customer was looking for. Logic may be 
used to show the customer that the shoes are a good buy 
and that even if they are not exactly what she wanted, 
they are a perfect last for her type of foot and she will 
derive a great deal of comfort from them. This method 
has proven successful when the customer knows that she 
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Give them something ¢). 





"ra for the extra price they pay ! 
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P ACIFATE PROTECTED SHOE LININGS 


When shoe prices go up this fall, make sure 
consumer resistance doesn’t go up, too. Here’s plus 
value and added selling appeal with Pacifate 
Protected Shoe Linings...the only lining approved 
by the National Foot Health Council. 


Other famous Pacific Mills shoe linings: 


PACIDURA...non-fray, shrink-resistant, cotton lining 


PACITEX ...non-fray and non-stretch cotton lining 
(excellent for combining with other fabrics) 


Stops athlete’s foot reinfection 

Maintains original comfort of shoe 

Preserves leather from stiffening and cracking 
Keeps original shape of shoe 

Prevents lining decay, retards odor from 
bacteria, mildew and perspiration. 


Pacifate Protected Linings are 
now available in white or any special 
colors plus the standard Sand Shade. 


FIND OUT ABOUT PACIFATE TODAY... 
ask any of our representatives, or write to us. 


PACIFIC MILLS DOMESTICS, an affiliate of WAMSUTTA MILLS, Dept. P34, 1430 Broadway, New York 18, New York 
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has a very difficult foot to fit and where she has rarely 
been comfortable in a pair of shoes. Unfortunately, most 
women will demand what they want, regardless of whether 
they will be comfortable or not. 

Sometimes the salesman must make a direct denial of a 
statement that the customer has made. This should be 
done with tact and care. You must always think twice 
before you contradict a customer. Usually these state- 
ments are made because of fixed ideas that are very hard 
to overcome. If a direct denial is not made, the cus- 
tomer might still retain the mistaken ideas. For example, 
a customer might say that she knows the shoes she is 
buying as a gift cannot be returned for credit, exchange 
or refund because of the “no return” policy of the store. 





... the Number One 

BEST SELLER 

in the Growing 
Girls’ field. 


a 


It’s 
Ed White’s 
GIGI, of course. 


GIGI 
New Pointed Toe 


In Four Fall-Fashioned 
Colors. AAA to B, up to size 10 


And here are two more small fall models that make 


people say ‘‘Look for the Style Leaders in the Ed White Line”’ 


COUNTESS 


Needle Needle Toe 


In Black: Patent, Glazed Kid or Kid 
Suede. AAAA to B, up to size 11 


CONCERT 


Needle Point Toe 


In Seven Season-Smart Colors. 
AAAAA to B, up to size 12 


t. 
5 : { ... the most talked-about line in the 
§ Ow 0 S country! Retailing from $5.95 to $10.95 
Over 200 Styles in Stock * Ready for Immediate Delivery 


STYLE ¢ QUALITY © PRICE ¢ SERVICE 


Cd White Junior Shoe Co. 


MANUFACTURERS * PARAGOULD, ARKANSAS 
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lf this is untrue, you should make a denial immediately. 
Any other statement will be an admission that the store 
is not a desirable place in which to shop because of the 
unwise policy. Another direct denial might be forthcom- 
ing if a customer should say that she is unable to wear 
Brand X shoes because they do not make shoes for her 
type of feet. A direct denial can show that she might 
have been uncomfortable in her last pair because she was 
fitted in an incorrect last. If she is fitted in the proper 
type and last she may experience a world of comfort. 


Manufacturing News 
(CONTINUED FROM PAGE 57) 


Manufacturers report that business is good and they look 
for it to continue on that basis: production steady and re- 
orders coming through satisfactorily. In general, merchants 
across the country have had good, consistent business, and 
this in turn is reflected in the substantial orders they have 
placed. Manufacturers’ reps, either just back or still out 
in the territory with the second line of fall shoes, report that 
merchant reaction was very good. 

For the time being, prices remain stable. Most of the first 
fall shoes are going through at the prices booked originally. 
Generally, manufacturers whom we contacted do not intend 
any price increases at this time. 

In women’s shoes, black accounts for the major portion of 
the shoes going through the production line: black suede, 
calf, kid. In some cases black accounts for as much as 70-75 
per cent. The balance is in colors. Especially big are the 
darker shades of gray or brown. Saddles, bals, boots are 
continuing to be important in misses’ and children’s shoes. 











I'm against 
SIN 


Especially the sin of losing 


a 


sales by not having at least one 
good Kangaroo pattern in a fine 
shoe line. Don’t overlook the 
virtues of light, flexible Australian 
Kangaroo, available from William 
Amer Company, Philadelphia; 
Surpass Leather Company, 
Philadelphia; and Ziegel, Eisman 


Company, Newark. 





e About Shoe People 


Earl C. Shedd, safety supervisor 
of the Naugatuck (Conn.) footwear 
plant of United States Rubber Com- 
pany, has received the Distin- 
guished Service Award of the Con- 
necticut Safety Society. He was 
honored for directing a program 
that led to a new world’s safety 
record for all manufacturing plants 
in the rubber industry. From Sep- 
tember 1957 to April 1959, the 5000 
employees of the Naugatuck plant 
worked 13,970,161 man-hours with- 
out a disabling injury or lost-time 
accident. 

o a o 

Philip Lufty, with Spencer Shoe 
Corporation for 11 years, has 
opened the Walk-Rite Shoe Store, 
Auburn, Mass. 

. e 7 

Jacob Eisenberg, vice-president 
of Desco Shoe Corporation, New 
York, will serve as chairman of the 
shoes group in the manufacturing 
division of the Greater New York 
Fund’s 1959 appeal. The fund rep- 
resents 425 health and welfare 
agencies. 

e a e 

Dino Sonnino, president of Bern- 
ardo Sandals, Inc., New York, is in 
Europe on a combined business and 
pleasure trip. He is accompanied 
by his wife, Eva, designer for Bern- 
ardo Sandals, and their young son. 
They plan to visit shoe markets in 
France, Italy and Spain, returning 
at the end of August. 

. - es 

Nathan J. Levy, vice-president of 
The Irving Drew Corporation, Lan- 
caster, O., and Mrs. Levy left re- 
cently on a six-week European trip. 
Their itinerary includes shoe cen- 
ters in England, France, Italy, Bel- 
gium, Luxembourg and Switzerland. 
Recently the Hebrew Institute of 
Long Island honored Mr. Levy, 
who is its vice-president, by dedi- 
cating a new $250,000 gymnasium 
to him. 

e a a 

Howard R. Stoll has sold the 
John H. Stoll Shoe Company, sec- 
ond oldest retail business’ in 
Marion, O., to Charles O. Graham. 
Mr. Stoll, who is 77, is the son of 
the late John H. Stoll, who organ- 
ized the firm at its present location 
89 years ago. 
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M. K. Weil, president of M. K.! 
Weil Shoe Company, and Mrs. Weil 
have recently returned to their St. 
Louis home from an extended trip 
abroad. During their seven weeks’ | 
stay, they visited factories and re- 
tail stores in France, Italy, Swit- 
zerland, Belgium, Holland and En- 
gland. 

e . a 

Ray Johnson, manager of the 
Baker Shoe Store in Greensboro, 
N. C., was transferred to a simi- 
lar post in Washington, D. C. Suc- 
ceeding him in Greensboro was 
Harold E. Johnson, who formerly 
managed a Baltimore unit. 


In Allied Fields... 


David S. Strauss has become as- 
sociated in business with his 
father, Alex Strauss, president of 
the Strauss Tanning Company, Pea- 
body, Mass. The younger Mr. 
Strauss is a graduate of Boston 
University and received his M.B.A. 
degree from the Wharton School of 
Finance and Commerce of the Uni- 
versity of Pennsylvania. Subse- 
quently he served in the Navy, end- 
ing his tour of duty as an instruc- 
tor in the Officers Candidate School 
at the Newport (R.I.) Naval Base. 
He was married recently to Patricia 
Wise. 

7. e es 

Irving J. Bottner, president of 
Knomark, Inc., makers of Esquire 
polish, presented a specially made 
shoe shine box and a “lifetime sup- | 
ply” of materials to Beau Jack, 
former lightweight boxing cham- 
pion who is now shining shoes at a 
Miami Beach hotel. Mr. Bottner 
made the presentation during the| 
Shoe Service Institute of America 
convention. | 

e e & 


A. Lewis Long, Boston represen- | 
tative for the Shoe Products divi-| 
sion of Goodyear Tire & Rubber 
Company, has received a diamond-| 
studded service pin emblematic of | 
40 years’ continuous service with 
the company. George G. Kerr, gen-| 
eral sales manager of the division, | 
made the presentation at Hanover, 
N. H. 


AUGUST 
Allied Shoe Products and Style Exhibit, 


Spring and Summer, New York Trade 
Show Building, New York City. .August 1-4 
National Shoe Fabric Association, 
Spring-Summer Trade Show, Hotel 
Lexington, New York August 2-5 
Leather Show, Spring and Summer, Tan- 
ners’ Council of America, Waldorf- 
Astoria, New York ..........August 4-5 
Merchandising Clinic, National Shoe 
Manufacturers Association, Statler- 
Hilton Hotel, New August 6-7 
Midwest Shoe Travelers’ Association, 
Holiday Shoe Market, Palmer House, 
Chicago August 23-26 
Guild of Better Shoe Manufacturers, 
Holiday and Resort Showings, mem- 
bers’ showrooms, New York 
Week of August 31 


SEPTEMBER 
Michigan Shoe Travelers’ Club, Michi- 
gan Shoe Fair, Statler-Hilton Hotel, 
Detroit ... September 13-15 
Miami Beach Shoe Show, Deauville 
Hotel, Miami Beach, Fla..September 26-30 
New England Shoe and Leather Asso- 
ciation, Advance Spring Market 
Week, Hotels Statler Hilton and 
Sheraton-Plaza, Boston 
September 27-October | 


OCTOBER 


Shoe Manufacturers’ Association of 
Canada, Annual Canadian Shoe and 
Leather Fair, Sheraton-Mount Royal 
Hotel, Montreal .....October 4-8 

Tanners’ Council of America, Annual 
Business Meeting, Edgewater Beach 
Hotel, Chicago ..October 21-23 

National Shoe Travelers’ Association 
Inc., Annual Convention, Hotel Hamil- 
ton, Chicago ee at tees October 22-23 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Morrison, Conrad Hil- 
ton and Congress Hotels, Chicago 

October 25-29 

Northwest Shoe Travelers, Inc., Spring 
Shoe Fair, St. Paul Hotel, St. Paul, 
Minn. ...........October 31-November 3 

Pacific Northwest Shoe Travelers, Inc., 
Spring Shoe Fair, New Washington, 
and Stewart Hotels, Seattle, Wash. 

October 3!-November 3 


NOVEMBER 
lowa Shoe Travelers’ Association, Spring 
Shoe Show, Fort Des Moines Hotel, 
Des Moines .......November 7-9 
Ohio Shoe Travelers Club, Spring Shoe 
Show, Deshler-Hilton Hotel, Columbus 
November 8-10 
Indiana Shoe Travelers’ Association, 
Inc., Spring Shoe Show, Claypool Ho- 
tel, Indianapolis November 8-10 
M.A.S.T.A. Shoe Shows, Spring Showing, 
Benjamin Franklin Hotel, Philadelphia 
November. 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria and 
Biltmore Hotels, Los Angeles 
November 8-11 
Boston Shoe Travelers’ Association, 
Spring Shoe Show, Parker House, 
Boston November 
Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Henry Grady, Peachtree 
on Peachtree, Dinkler Plaza and Pied- 
mont Hotels, Atlanta ....November 8-11 
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e Retail Openings 


‘Gondolas’ Display 1800 Pairs 
At LaZare & Holtz’ 4th Unit 


TOMS RIVER, N. J.—Ten huge 
shoe gondolas, each holding 180 
pairs, are used for display in a 2000- 
square-foot department opened here 
by LaZare & Holtz, Inc., of nearby 
Asbury Park, N. J. The unit, the 
company’s fourth, is in Feldman’s 
Suburbia on Highway 37 at Toms 
River. 

At all times there are 1800 pairs 
on view for customers. The shoes 
are in their boxes and are shown by 
heel category and size. Reserve 
stock is placed behind curtain walls. 

The firm’s other units are: LaZare 
Shoes, a family-type store in Key- 
port, N. J.; L & H Shoes, a high- 
fashion women’s store in Asbury 
Park and the largest independent 
store in the area; and a leased de- 
partment in Teppers, also in Asbury 
Park, carrying “high-grade middle 
of the road” shoes. 

In the four units, nine brands of 
women’s shoes, four of men’s and 
one children’s brand are represented. 
The stores are supervised by Walter 


Holtz, president, and Manny LaZare, 


secretary. 
s * . 


Rubin G. Tepper, operator of 
Tepper’s Shoes in Pittsfield, Mass., 
has opened a second store in that 
city. The original store carries 
children’s shoes. The new store, 
managed by Mrs. Viola Guachione, 
is a discount shop carrying shoes 


for the entire family. 
es e o 


White and gold decor create a 
sophisticated atmosphere for Pitts- 
burgh’s Parisian Shoe Salon at its 
new location in the Jenkins Arcade, 
in the city’s busy Gateway area. 

In its 37-year history, the high- 
fashion women’s salon has occupied 
three other sites. Now there are 
chairs for 50 customers and stor- 
age space for 12,000 pairs. Sam 
Levine is owner and Jack Burke is 


manager. 
e 2 + 


Ray Deutsch, who has operated a 
group of shoe stores in Milwaukee 
for many years, has added another, 
Ray Deutsch Exclusive Juvenile 
Footwear, at 3172 S. 27th St. The 
shop is near the largest shopping 
center on the city’s south side and 


is on the main highway entering 
Milwaukee from the south. Mrs. 
Charlotte Husting, with the firm 23 
years, is manager. 


A shoe department is a feature of 
a new self-service, discount depart- 
ment store, the Shoppers’ Fair, in 
the Bel Acres Shopping Center in 
northwest St. Louis County, Mo. 
The department, operated by Spen- 
cer Shoe Corporation of Boston, 
has taken three-quarter-page news- 
paper ads to tell St. Louisans the 
store carries footwear for the fam- 
ily at “Deep-Cut” discount prices. 

Barefoot sandals for men and 
children, canvas playshoes, teens’ 
flats, women’s dress shoes and 
terrycloth slippers were advertised 
in a wide size range. The air-condi- 
tioned store is open from 10 a. m. 
to 10 p.m. except Sunday. 


Men’s shoes from around the 
world will be imported by Boot 
Imports Ltd., a new store at 1523 
N. Vine St., Hollywood, Calif. The 
store was opened by Harry Hafter, 
who has been in shoe retailing for 
30 years. 
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Salesmen on the Road... 





Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Rlvd., Evanston, IU. 


Notes from NSTA Hgs. 


THE National Shoe Travelers’ 
Association is conducting a survey 
of members’ earnings after travel- 
ing expenses are deducted. The in- 
formation is to be used to support 
claims for increases in commission 
rates. 

Facts and figures will be pre- 
sented at forthcoming meetings 
with the National Shoe Manufac- 
turers’ Trade Relations Committee. 

The survey provides spaces to 
check for seven brackets. They 
start with $6000 or under and range 
up to over $20,000 per year. 


DRAFT of a proposed standard 
contract for salesman and manu- 
facturer has been completed. This 
is the result of a study last year 
which revealed that more than 90 
per cent of the members had no 
contract. This was in marked con- 
trast to the situation in other fields, 
where most of the salesmen do have 
them. Highlights of the contract 
will appear in a future column. 


A MEMBERSHIP drive is under- 
way through the 14 affiliated or- 


ganizations. Benefits stressed in- 
clude legislative protection in 
Washington and a legal department 
to give counsel, advice and assis- 
tance in disputes and claims for un- 
paid commissions. 

An employment department, hotel 
reservation cards, group life insur- 
ance, health and accident policy 
and a benevolent program are spe- 
cial features. 


Noted Here and There .. . 


THESE vacation days bring some 
extra-curricular traveling for shoe 
travelers. James R. Thompson, who 
represents Madison-Collings Shoe 
Corporation, Madison, Ind., in 13 
Western states, is off with his wife 
and sister for a two-month automo- 
bile tour of Europe. 

e * ~ 

Mr. and Mrs. Howard Glass are 
heading for a three-week trip to 
Honolulu. Mr. Glass represents 
Little Falls Slippers, Little Falls, 
N. Y., and the Lititz Shoe Company, 
Lititz, Pa., in 13 western states. 

* 2 . 

Mrs. Terry Iles, of Lassie Slip- 
pers, is topping a 7000-mile busi- 
ness trip with a visit to England 


by BERNICE S. DECKER 


where she will work on the spring 
line. 


Dave Klinesmith, executive sec- 
retary-treasurer of West Coast 
Shoe Travelers’ Associates, reports 
36 new members. 


Local Prexies ... 


FOR this issue’s local prexy we 
go all the way to California and 
Warren G. Hickey, president of 
West Coast Shoe Travelers’ Asso- 
ciates. This youthful president 
prepared for the road in the re- 
tail end of the business. He also 
had a lot of time out helping Uncle 
Sam in two wars. 

He’s a native of Battle Creek, 
Mich. He started in the shoe busi- 
ness in 1938 for Wohl Shoe Com- 
pany, owner of the Jacqueline 
Slipper Shop in his hometown. He 
worked there until 1940, when he 
decided to seek his fortune in Cali- 
fornia. 

(CONTINUED ON PAGE 70) 





PAUL D. COOK is another one of 
those busy and capable shoe travelers 
who holds two offices. He’s treasurer 
of the National Shoe Travelers’ As- 
sociation and secretary-treasurer of 
his own local association, the North- 
west Shoe Travelers, Inc. 

The term “traveler” really applies, 
because Paul spends a good share of 
his life in travels. They take him to 
five states for the Blue Bonnet Shoe 
Company of Lawrence, Mass., Guild 
Moccasin Corporation, Los Angeles, 
and Hannahsons Shoe Company, 
Haverhill, Mass. 

He also travels across country from 
time to time in the interest of the 
NSTA. His office is at home in Min- 
neapolis. When he’s not at his desk 
adding up the week’s sales sheets of 
shoes sold, he’s recording the current 
mail for Northwest. 

Paul Cook’s early days after school- 
ing were spent first in National Guard 





SPOTLIGHTED SHOE TRAVELERS: Paul D. Cook 


duty on the Mexican border, then in 
service during World War I. His first 
association with the shoe business was 
as treasurer of the Northwest Foot- 
wear Distributing Company of Min- 
neapolis for 25 years. He sold out 
to his partner prior to his present 
representation. 

His wife, whom he married in 1920, 
helped us out with details for this 
biography. She reports that she has 
spent a good share of her life waiting 
for Paul. Even when it comes to lei- 
sure, he travels—especially during 
the hunting and fishing seasons. Fish- 
ing takes him to the Rockies, hunting 
to Montana with his pals to bring 
back deer and elk. 

Evidence of these trips — hides, 
tails and antlers—is hung in the fam- 
ily’s downstairs amusement room. 
Each fall also finds Paul off some- 
where with his duck boat atop his 
car. Mrs. Cook cooperates when Paul 


PAUL D. COOK 


comes home with the loot by prepar- 
ing any number of wild game din- 
ners. 

His more recent “hobbies” include 
his six grandchildren, five boys and 
a girl. 
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NSI Shows Writers 
Fall-Winter Fashions 


NEW YORK—tThe National Shoe 
Institute staged its own presenta- 
tion of fall and winter shoe styles 
for 250 leading fashion writers at- 
tending their semi-annual Press 
Week here, in mid-July. It was the 
first time NSI has taken part in the 
week’s program. 

The editors witnessed a style show 
entitled “Excitement in Fall Foot- 
wear” in the Pierre Hotel’s grand 
ballroom. On view were some 70 
newsworthy styles for men, women 
and children. To choose these shoes, 
more than 200 manufacturers in the 
St. Louis, New York and Boston 
markets were visited. 

In the NSI showing, the emphasis 
was on shoes as the major style news 
rather than as an accessory to fash- 
ion. The industry’s three key fash- 
ion themes for fall and winter were 
represented. These are “Shoe 
Shapes in Browns” for women; 
“Brown with Black” for men, and 
“Boots! Boots! Boots!” for chil- 
dren’s footwear. 

For the first time, the Couture 
Group, members of the Guild of 
Better Shoe Manufacturers, joined 
with other manufacturers in the 
project. 

The presentation was designed by 
Lester Gaba. Alice Regensburg of 
the National Shoe Institute, who 
conceived the show and supervised 
the production, was the commenta- 
tor. 

A folio of footwear fashion news, 
giving details of the shoes shown 
along with manufacturers’ credits 
and outlets, was distributed to the 
visiting writers. 


Dakota Store Is 50 Years Old 


MANDAN, N. DAK.—The Mu- 
shik Shoe Store, which began as a 
shoe repair shop, is celebrating its 
50th anniversary. The firm was 
started by John Mushik I, grand- 
father of the present owner, John 
III, and today carries shoes for the 
family. Marking the anniversary 
was extensive news and picture cov- 
erage in the Mandan Daily Pioneer. 
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‘B and B’ Campaign Hailed by Apparel Official 


NEW YORK—The black-on-brown 
promotion in men’s shoes is “a natu- 
ral” for spring and summer, 1960, 
said Vice-President Clyde S. Rine of 
the Palm Beach Company, apparel 
firm, at the July 16 meeting of the 
National Shoe Retailers’ Association 
Men’s Style Committee. 

Mr. Rine reported that black-on- 
brown goes exceptionally well with 
both Continental and Ivy League 
styling. He predicted that classic 
styling, as exemplified by Ivy 
League, will continue, but the de- 
mand for the Continental cut will 
become stronger. 

He cautioned shoemen that light- 
ness will be a factor in shoe popu- 
larity. The average summer suit, 
Mr. Rine said, has dropped in 
weight from 9-10 ounces to 7-8 
ounces. New kinds of natural and 
synthetic blends will enter the mar- 
keting picture in spring and sum- 
mer suitings, Mr. Rine added, and 
they will continue to grow in popu- 
larity. 

There has been a shift to the 
burnished, sun season or canyon 
colors, Mr. Rine added. They in- 
clude the golds, sage and bronze. 
Olive will be represented in three or 
four variations. In an “off-the-cuff” 


color forecast he estimated 10 per 
cent light colors, 28 per cent me- 
dium, 32 per cent medium dark and 
30 per cent dark. 

George B. Hess of Hess Shoes, 
Baltimore, was presiding chairman 
of the meeting. 

Committee reports included: 
men’s street and dress shoes, Rich- 
ard J. Barry, Regal Shoe Manufac- 
turing Company, chairman, and 
teenage and young men’s shoes, 
David Payne, Genesco, Inc., Nash- 
ville, Tenn., chairman. Edward Mc- 
Donald, executive vice-president of 
NSRA, introduced Mr. Rine. 


Yugoslav Delegation to Visit 


BELGRADE, YUGOSLAVIA — 
The government of Yugoslavia is 
planning to send a delegation of 
shoe and leather executives to the 
U. S. to look into ways of promoting 
foreign trade. The delegation prob- 
ably will consist of six or seven 
officials. 

It is understood that the members 
cf the delegation will be guests at 
the showing sponsored by the New 
England Shoe and Leather Associa- 
tion in Boston, opening September 
ai. 





New Members Appointed to PPSSA Style Committees 


NEW YORK—Several new mem- 
bers have been named to the shoe 
style committees of the Popular 
Price Shoe Show of America. Co- 
Managers Edward Atkins and Max- 
well Field listed the changes. 

Elliot Lubin of Miles Shoes has 
been named to the women’s sports 
and welts committee, under the 
chairmanship of Barney Lebowitz, 
Edison Brothers Stores, Inc. 

George DeKime of Sears, Roebuck 
& Company has been appointed to 
the women’s casuals and dress flats 
committee, under the chairmanship 
of Stanley Norkunas, Melville Shoe 
Corporation. 

Perry Smolen of Butler’s Shoe 
Corporation joins the children’s shoe 
committee, headed by Abraham 
Weinman, Five Star Shoe Company. 

PPSSA style committees are 


meeting in New York during the 
first week of August. Fashion 
trends for spring-summer 1960 will 
be evaluated at a meeting Monday 
morning, August 3, in the Waldorf: 
Astoria. Doris Weston and Helen 
Joseph of PPSSA’s fashion staff 
will make the presentation before 
300 persons, including the women’s 
and children’s style committees, 
members of the National Associa- 
tion of Shoe Chain Stores and the 
New England Shoe and Leather As- 
sociation, and trade press editors. 

These committee meetings will 
follow: Women’s sports and welts, 
August 3, 2 p.m.; women’s casu- 
als and dress flats, August 4, 8:30 
a.m.; children’s shoes, August 4, 
2 p.m.; women’s dress shoes, August 
5, 8:30 a.m.; men’s shoes, August 6, 
8:30 a.m. 





MORE STYLE ¢ “Total Retailing’ Urged 
MORE QUALITY , As Merchants’ Policy 
MORE SALES CHICAGO—Shoe retailing today 


|has expanded far beyond the mere 
+ | buying and selling of footwear, and 

i merchants who recognize this situa- 
ae ee NEW tion have a strong competitive ad- 


’ vantage. 

MRS. DAY’S Ideal wrsy SHOES This belief was voiced by David S. 
ano SLIPPERS ee Hirschler, president of Hofheimer’s, 
; ™ a leading Virginia shoe retail firm, 
in a report to the National Shoe Fair 
Committee. Mr. Hirschler, a com- 
TT pone mittee member, advocated “total re- 
tailing” — described as a formula 
~ SALES BUILDERS embracing the variety of distinct 
“ that add dollars activities essential to running a suc- 

OO ctr Secs Whe Sede to seasonal totals 2 cessful shoe business. 
dat Fk ! Included among these, he said, are 
inventory control, markup and mark- 
down policies, advertising, merchan- 
dising, promotions, local public rela- 
tions and personnel training. Also 
covered are cost controls, customer 
inte ie tue \\iaR oi uic nie relations, fashion trends, record 
fered Si Cove Lethe Sls Vine pore Wi keeping, displays, buying practices, 
iia a v fitting techniques, turnover and traf- 
fic development and other considera- 
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Sizes 3 to 6, 6% to 8. 


Style No. 1254 - ‘ Id. 4 : tions. 
sion Suede Fuh, Anke MRS. DAY’S BABY SHOE CO., INC. According to Mr. Hirschler, com- 


Whi theae Ene DANVERS, MASSACHUSETTS 


ee Sole 71 WEST 35TH ST. ©24-A MERCHANDISE MART 6-104 MERCHANDISE MART petition has made business “much 
© NEW YORK 4, N.Y CHICAGO 54, ILLINOIS DALLAS, TEXAS ra R 7 
more complex” and this trend will 


® intensify. 
N FW. oé For Indoor Ss or Out! 4h Today, Mr. Hirschler said in illus- 


tration, buying goes far beyond plac- 
ing an order. 

“It involves sensitive timing of 
seasonal and between-season buying; 
maintaining pace with fast-changing 
style trends; a clear-cut stock con- 
trol and size control system; definite 
costing and pricing policies; pre- 
planned promotions; and intimate 
knowledge of the product to ap- 
praise values.” 

Selling, too, has become more com- 


BUILT-IN SUPPORT * EXTRA TOE-ROOM plex, encompassing such specialized 
CREPE WEDGE SOLE + GLOVE LEATHER f, activities as advertising, special 


promotions, merchandising, store 
services, customer relations, selling 
costs, personnel training, displays 
| and pricing. 
Retailers who visit the National 
~. map Whis. $6.40 Shoe Fair in Chicago, October 25-29, 
BUILT-UP ARCH Retail $10.95 will see many examples of the “total 
retailing’? concept, said Mr. Hirsch- 
ler. 

According to Shoe Fair officials, a 
check among the 800 exhibitors re- 
vealed that 37 per cent plan to bring 
complete “packaged” merchandising 
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Complete comfort and luxurious foot freedom . . . a brand new concept 
in casual wear for indoors or outside. Built-up arch gives a firm lift. . . 
special last affords extra toe-room. Rich, soft glove leather, quality 
craftsmanship. Sizes 6 to 15, A to EE. Natural, Brown and Black. In 
stock for immediate delivery. Order today. 








We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 
shoe stores, drive-ins and 
shoe promotion buyers 


Our prices on fine shoes, 


bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


NSI Submits Fall Promotional 
Supplement to 1750 Papers 


NEW YORK—tThe National Shoe 
Institute has submitted its fall sup- 
plement, containing suggested news- 
paper stories and pictures promoting 
the season’s new shoes, to 1750 pa- 
pers. Some of its principal stories 
are headlined “Fall Dark and Hand- 
some—The Bronze Look for Men”; 
“The Fashion Word Is_ Brown, 
Brown, Brown”; “Boots—High and 
Low for Big and Small.” 

NSI is offering the newspapers 
photos or mats of this material with- 
out cest. For selected papers in 
major cities, a supplemental] folio of 
publicity is made available on an ex- 
clusive basis. 

Copies of the fall supplement are 
being offered to shoe manufacturers 
for distribution through their field 
sales forces. To retailers, copies will 
be sent for discussion with local 
papers. 

“Although the theme of the sup- 
plement is the fall and winter sea- 
sons’ new styles,” an NSI spokesman 
said, “it stresses also the importance 
of footwear in the fashion picture.” 








600 Million Pairs? In 1859, 75 Million Was Sufficient 


DENVER—Amid talk of 600-mil- 
lion-pair annual production for the 
U. S. shoe industry, a reprinted Den- 
ver newspaper of a century ago re- 
called an era when it took only one- 
eighth that many boots and shoes to 
outfit the whole country. 

Denver’s morning Rocky Mountain 
News re-published its own “Vol. I, 
No. 1” as part of the paper’s con- 
tribution to Colorado’s “Rush to the 
Rockies” Centennial celebration. The 
newspaper originally appeared April 
23, 1859, when Denver was “Cherry 
Creek, Kansas Territory.” 

A front-page story said: “It is 
estimated that not far from 75,000,- 
000 pairs of boots and shoes are re- 
quired for the consumption of the 
United States, whose whole value is 
not far from $180,000,000. Of these, 
12,000,000 are made in Massachu- 
setts, a value of $40,000,000, employ- 
ing 45,000 men and 32,825 women.” 

The 100-year-old news story added: 
“One-half of these boots and shoes 
are made at Lynn, and Lynn is the 
largest shoe producing shop in the 
country; the next is Philadelphia. 


makers are in line with our 
nationwide reputation 


Quality Shoes Since ‘32 a 
M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Louis 3, Mo 


Sample Rooms: Los Angeles * New York 


Every eighth man in Massachusetts 
is a shoemaker. Boston has 218 shoe 
houses, doing a business of $62,000,- 
000 annually.” 


Syracuse Girl Wins Design 
Contest Sponsored by Beck 

NEW YORK — A 11-year-old 
Syracuse, N. Y., girl is the winner 
of the annual “Designer of Tomor- 
row” scholarship competition con- 
ducted by A. S. Beck Shoe Corpora- 
tion. Miss Patricia Ann Criore, a 
high school senior, competed among 
students from 42 eastern and mid- 
western cities. Theme of the con- 
test was “What style shoe do you 
think the 1960 teenagers will 
wear?” 

Miss Criore’s winning design was 
a low-heeled casual with a unique 
instep flap that may be worn closed 
or turned back to reveal a multi-col- 
ored vinyl plastic insert. She re- 
ceives a full-tuition scholarship to 
the Traphagen School of Design, 
New York, and a job opportunity 
with Beck while she studies. 








MIDWEST HOLIDAY SHOE SHOW 


AUGUST 23—26 
PALMER HOUSE — CHICAGO 


MIDWEST SHOE TRAVELERS ASSOCIATION 
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Everything Happens in N. Y.: 
Coordinated Phone Books 


NEW YORK — Telephone direc- 
tories, it’s generally conceded, are 
unsuitable as wearing apparel. If 
they were suitable, however, New 
Yorkers would be right in step with 
fashion this fall and winter. 

The National Shoe Institute hap- 
pily notes that the brown cover of 
the newly delivered Manhattan 
phone book coordinates with the 
shade that’s the big fashion news in 
fall-winter footwear. 

For those New Yorkers who need 
a second reminder, NSI says, brown 
has also been the theme of window 
displays at Bergdorf-Goodman. The 
store featured a high-fashion promo- 
tion in “Tobacco Brown.” 


New Front for lowa Store 


DES MOINES, IA.—A _ $50,000 
new front is being constructed for 
DeArcy’s Boot Shop here and an 
adjoining ready-to-wear store. Al- 
fred Boldes, owner of both shops, 
said the work will be completed 
about September 1. The Colonial- 
type front will extend 66 feet, with 
an archway between the stores. 


Butler’s Changes Name 


ATLANTA—The corporate name 
of Butler’s, Inc., has been changed 
to Butler’s Shoe Corporation. The 
change came following authoriza- 
tion by the common stockholders. 

Butler’s operates a chain of re- 
tail outlets throughout the country. 


Salesmen on the Road 
(CONTINUED FROM PAGE 66) 


He continued with Wohl in the 
Fifth Street Store in Los Angeles, 
and from there went on to Malcom 
Brock’s Department Store in Bak- 
ersfield. 

In 1942 Mr. Hickey enlisted in 
the Marine Corps and he spent his 
overseas time in the South Pacific. 
He returned to the States in 1945 
and went back home to Battle Creek 
to marry. His wife is named Shir- 
ley. 

Discharged from the Marines in 
1946, he started with Bullock’s De- 
partment Store in Los Angeles, 
eventually becoming buyer of chil- 
dren’s shoes for three stores. 

He went on the road with M. J. 
Nazarro Shoe Company of Los An- 
geles and traveled 15 western 


WARREN G. HICKEY 


states. Recalled to active duty for 
the Korean conflict, he was _ sta- 
tioned at the Marine Air Station at 
El Toro, Calif. After his discharge 
in 1952, he took a road job with 
Simplex Shoe Manufacturing Com- 
pany of Milwaukee. And he re- 
ports: “Have had a most happy 
association with them ever since.” 

He’s been a member of West 
Coast since 1950, was show chair- 
man in 1955, a board director in 
1956, second vice-president in 1957 
and first vice-president, 1958. 
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e Obituaries 


Julius Baer, Vice-President 
And Sales Head of Artcraft 


LOS ANGELES—Julius Baer, 54, 
vice-president and sales manager 
of Artcraft Shoe Manufacturing 
Company, makers of popular-price 
women’s casuals here, died recently 
of a heart condition while watching 
television. 

Mr. Baer came to the U. 8S. from 
Germany in 1937 and six years later 
started the Julius Baer Shoe Com- 
pany, which produced casuals. In 
1950 the name was changed to Art- 
craft. 

Karl Mayer, president of the 
company, has announced that the 
business will be continued with the 
same policies as prior to Mr. Baer’s 
death. 

Mr. Baer is 
widow, Anna. 


survived by his 


MARCUS BEEBE, II, 69, a re- 
tired Massachusetts leather mer- 
chant, died July 2 at Wakefield, 
Mass. He was a member of the 
leather firm of Lucius Beebe & 
Sons before forming his own firm 
in 1939. Surviving are his widow, 
Gladys; two sons, Marcus G. and 
Winsor H.; a brother, John H., and 
six grandchildren. 


SAM WEBB, 62, a sales repre- 
sentative for International Shoe 
Company in the Los Angeles area, 
died recently. He joined the com- 
pany in 1923 and two years later 
went to southern California to rep- 
resent the Friedman-Shelby line. 
Surviving are his widow, Kitty, and 
two children, Lt. David L. Webb 
and Mitsi Webb Holcomb. 


Carlton Mickle, Designer, 
Drowned in Rescue Attempt 


LYNCHBURG, VA.—Carlton 
Spencer Mickle, a stylist and de- 
signer for Craddock-Terry Shoe Cor- 
poration, was 
drowned July 1 
while on a vacation 
trip to Nags Head, 
N. C. He lost his 
life trying to res- 
cue L. R. Funai, 
Jr. Craddock- 
Terry supervisor, 
from an undertow. 
A rescue squad re- 
vived Mr. Funai. 

The men were 
visiting the resort along with two 
other Craddock-Terry officials, B. F. 
Amonette and Robert I. Owen. 

Mr. Mickle, formerly of Interna- 
tional Shoe Company, joined the 
company a year ago to direct styling 
developments for all divisions. He 
is survived by his widow, Meredythe; 
a daughter, also Meredythe, and two 
sons, Peter and Steven. 


CARLTON MICKLE 


JOSEPH CALANDRELLA, 77, 
Boston plant superintendent of Na- 
tional Ballet Makers, Inc., makers 
of Capezio shoes, for 12 years, died 
July 1. A native of Italy, he had 
worked for shoe manufacturers in 
Brockton, Lowell and the Boston 
area. Surviving are a daughter, 
three brothers, a sister and two 
grandchildren. 


W. A. McCONNELL, salesman 
and buyer for the R & G Bootery, 
Fargo, N. Dak., for 32 years, died 
of a heart attack June 26. He had 
retired last January 1. Surviving 
are his widow and two sons, Ken 
and Wayne. 
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e Financial 


Brown Co. Net Up Sharply 
As Sales Increase 8.9 Pet. 


BERLIN, N. H.—Net income of 
Brown Company, maker of pulp 
products including innersoles, 
soared to $502,551, or 19 cents per 
common share, in the first 28 weeks 
of the current fiscal year. This 
compares with $43,235, or two cents 
a share, in the corresponding period 
of 1958. 

Net sales reached $30,401,026, an 
increase of 8.9 per cent. This oc- 
curred in spite of curtailment of 
production in the first month of the 
1959 fiscal year due to a three- 
week strike at two Brown plants. 


Dividends... 


National Shoes, Inc., New York: 
6 per cent common stock dividend, 
paid July 31 to stockholders of 
record July 10. (The stock dividend 
represents retention by the com- 
pany of a substantial portion of 
earnings for purposes of continued 
growth and expansion, according to 
Mac M. Siegel, secretary-treasurer.) 


M. T. Shaw Sales Rise 27% 


COLDWATER, MICH.—A sales 
increase of 27 per cent for the first 
six months of 1959, in comparison 
with the same period of 1958, has 
been reported by M. T. Shaw, Inc., 
men’s shoe manufacturers. Com- 
pany President M. T. Shaw, Jr., 
also reported that Shaw’s total 
pairs produced increased by 20 per 
cent for the same period. Shaw 
manufactures a complete line of 
men’s dress, casual, work and com- 
fort shoes, in the $10.95-$14.95 re- 
tail range. 
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What's New 
Cushion Shank Construction 


Developed by Nocona Boot 


NOCONA, TEX.—A new type of 
shank construction in cowboy boots 
and other footwear has been devel- 
oped by Nocona 
Boot Company, 
Inc., and R. §S. 
“Ruff” Lemon, 
vice - president 
and general 
manager of the 
company. 

The construc- 
tion imbeds a 
new ribbed 
spring steel 
shank in a rub- 
ber cushion. 
There is a per- 
manent bond to 
insole, vamp and outsole. This con- 
struction assures a permanently 
cushioned arch support, a Nocona 
spokesman indicates. 

A veteran of 40 years of bootmak- 
ing, Mr. Lemon reports that he con- 
siders the development to be “the 
most outstanding thing that has hap- 
pened to boots since the introduction 
of rubber heels.” Nocona Boot Com- 
pany is now building the new shank 
in several of its new styles which 
also have handmade toes. In the 
Nocona line it will be called “Thin- 
Line Cushion Shank.” 

A patent has been applied for on 
the new-type shank construction. 


"'Thin-Line Cushion 
Shank'’ boot 


Heel for Women’s Flats 
AKRON, O. — A prefinished heel 
for women’s flats, called the Jetlite, 
is being introduced by the Shoe 
Products division of The Goodyear 


Tire & Rubber Company, here. It is 
described as light and longer-wear- 
ing. No trimming is required. 





Heavy-Duty Child’s Boot 


This heavy-duty Jet boot is part of a 
children's line of jets, chukkas and jodh- 
purs styled by John A. Frye Shoe Com- 
pany, Marlboro, Mass. The line repeats 
adult styling and construction details. 
Heavy-duty model is made in a Desert 
Tan reverse-out cowhide, with medium- 
weight cork outersole and heel, lined 
vamps and steel shank. 





Infants’ Desert Boot Model 
Marketed by Moran Shoe 


CARLYLE, ILL. — An _ infants’ 
model of the popular dirty buck or 
black suede desert boot has been in- 


Desert boot for infants 


troduced by the Moran Shoe Com- 
pany. 

A toddler’s version of the current 
rage among older children, the Wee 
Walker desert boot is available in 
sizes 4 to 8 including half sizes, to 
retail for $2.98. 

The desert boot features Bon-Welt 
construction and black cushion crepe 
rubber soles. It is unlined to permit 
the feel of soft buck leathers inside. 

According to a spokesman for 
Moran Shoe, a colorful display card 
will be included with initial orders. 
The illustrated card fits into a 7-by- 
11-inch frame to promote the new 
boot. 


e Trade Literature 


‘Hide Futures Market’ 


A NEW 24-page booklet that de- 
fines the current hide contract and 
gives a full explanation of how hide 
futures are traded at the Commodity 
Exchange, Inc., New York, is now 
available. 

Released by the Exchange, the 
book is entitled, ‘The Hide Futures 
Market.” Specific examples showing 
how the tanner, producer and dealer 
can make use of the Exchange’s 
hedging facilities are included. The 
Exchange is a trading center for 
future contracts in hides, rubber, 
copper, tin, lead, zinc and burlap. 


Athletic Shoe Catalog 


A 12-PAGE catalog of athletic 
footwear for 1959-60 has been dis- 
tributed by Gotham Shoe Manufac- 
turing Company, Inc., Binghamton, 
N. Y. The two-color booklet pictures 
shoes for bowling, baseball and box- 
ing, ice skates and roller skates, and 
shoes for drum majorettes. 
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Sterling’s Miss Stone Says: 


Points Yield to Oval 
Toes and Square Tips 


ST. LOUIS — Designers of high- 
style shoes are moving strongly away 
from the point in favor of oval toes 
and tiny square tips, reports Wynne 
R. Stone, fashion director of Ster- 
ling Last Corporation. 

While visiting the St. Louis mar- 
ket, Miss Stone said that acceptance 


Women are saying: "I hear round toes 
are coming back." To clarify this mis- 
understanding, Sterling Last Corporation 
has released stories and photographs to 
fashion editors. This photo shows oval 
last (center) as contrasted with pointed 
toe (left) and Maxine last (right). And 
since the Maxine was considered revolu- 
tionary and pointed at its inception, it 
should prove to women that while there 
is a new shape in footwear for fall, 
it is definitely NOT ROUND. 


of her firm’s Halo lasts is now wide- 
spread. While many firms empha- 
size the oval for tailored and casual 
types on medium and down heels, 
others use it for 21 to 23/8 heel 
heights in dressmaker pumps. Square 
tips are similiarly interpreted. 

At the highest fashion level, the 
elongated look prevails. At volume 
the vamps are slightly foreshortened. 
But both interpretations are distin- 
guished by the flattened top, which 
gives footwear its 1960 hallmark. 

To correct the consumer’s impres- 
sion that round toes are coming 
back, Miss Stone recently prepared 
a news story with accompanying 
photographs for newspaper fashion 
editors all over the country. One 
photograph depicted the evolution in 
footwear shapes from the Maxine 
last to the point to the oval. 

Other pictures showed fall styles 
on the oval theme as interpreted by a 
dozen or so top shoe manufacturers. 
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South Replies to ‘Cheap Labor’ Accusation 


ATLANTA—A labor union’s ac- 
cusation that shoe manufacturing is 
moving into “backwoods districts” 
where it can obtain cheap labor in 
the form of farmhands and other 
pickup labor has created a big stir 
in Dixie. 

The additional charge that in- 
ferior shoes are resulting has caused 
a minor explosion, at least verbally. 

The Boot and Shoe Workers’ 
Union, AFL-CIO, made the charges 
in Boston. It said: “Shoe manufac- 
turers in growing numbers are mov- 
ing from skilled labor areas to 
‘piney woods’ sections where the use 
of part-time farmhands, unemployed 
miners, itinerants and other pickup 
labor available at low wages is al- 
ready affecting long-time high-qual- 
ity standards in some shoes.” 

Twenty years ago, the union 
claimed, the majority of the nation’s 
shoes were made in cities where 
“pools of skilled craftsmen” were 
available. Today most shoe factories 
are in “tiny towns and villages far 
removed from urban sections and 
traditional labor sources.” 


‘Ghost Towns’ Cited 
Many once-important shoe centers, 
the BSWU said, are now compara- 
tive ghost towns so far as shoe fac- 





Hanan Shoes to Be Made 
By International Shoe Co. 


NEW YORK—Hanan shoes for 
men will be manufactured and sold 
exclusively by International Shoe 
Company, St. Louis, with delivery 
dates starting November 1. 

L. J. Horan, chairman of the 
board of Hanan & Son, Inc., said his 
company has cancelled its contract 
with the E. E. Taylor Corporation, 
Freeport, Me., effective October 31. 

According to Mr. Horan, Interna- 
tional will maintain an in-stock de- 
partment of the Hanan Hurdler, 
Hanan Custom, Hanan Town Ease 
and Continental Opera footwear. All 
of these are protected by registered 
trademarks. 

A new line of Hanan shoes will 
be available for fall selling, Mr. 
Horan added. 


tories are concerned. Mentioned 
were Brockton, Haverhill and Lynn, 
Mass.; Rochester and Auburn, 
N. Y.; Cincinnati and Portsmouth, 
O.; and the Boston, New York and 
Philadelphia metropolitan areas. 

“In contrast,” said the union 
statement, “scores of shoe factories 
have sprung up in Mississippi, Geor- 
gia, Arkansas, Tennessee, Maine and 
Virginia, all low-wage areas.” 

While footwear manufacturers 
complain of rising competition from 
imported shoes made with cheap la- 
bor, the union further charged, 
“many of these same manufacturers 
are champions of low-cost labor on 
home grounds.” 

Summed up John J. Mara, union 
president, “The consequence of this 
growing delinquency in skill and 
wage standards must _ inevitably 
show up in the quality standards of 
our shoes.” 


Georgia Seen as Rebuttal 


Industry spokesmen in the South 
were quick to refute the union’s 
accusations: 

They said Georgia, for example, 
has been producing shoes for more 
than 45 years. Genesco (formerly 
General Shoe Corporation) has been 
operating in the state nearly a half- 
century, with three plants—in At- 
lanta, Lawrenceville and Carrollton. 

Nashville, Tenn., has long been a 
shoe center. And as one Genesco of- 
ficial put it, “quite a few” of the 
employees are unionized. These 
plants pay wages “above the aver- 
age” for the industry, the official 
said. 

The Georgia State Chamber of 
Commerce got into the controversy 
too. It explained that the shoe in- 
dustry has not shown tremendous 
gains in Georgia but that the growth 
has been normal as compared with 
other industrial developments. 

The union’s inference that the 
South is turning out inferior shoes 
brought this retort from one manu- 
facturer: “We’ve got a shoe as good 
as any line in the United States.” 
The company concerned has been op- 
erating in Georgia for 12 years. 
From a small start, it has risen to 
almost 9000-pair-a-day production. 
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Allied Show Committee Reports: 
Needle Toe Reigns for 


NEW YORK—Although the sin- 
gle needle toe will strongly dom- 
inate women’s spring footwear, the 
oval and mandolin toes, as well as 
other innovations, are making rapid 
headway. 

This is the conclusion of the Al- 
lied Shoe Products Show’s Style 
Advisory Committee on Lasts, one 
of a number of committees prepar- 
ing advance reports on 1960 styl- 
ing. The report was made public 
by Joseph Hendrick, committee 
chairman and _ vice-president of 
Vulcan Corporation’s last division. 


The needle toe will remain the 
unquestioned leader for spring in 
all grades and all heel heights, the 
committee said. The more exag- 
gerated double-needle toe last, 
while declining somewhat from its 
earlier peak, will have a small but 
selective market. 

The oval toe, introduced experi- 
mentally a couple of seasons ago, 
is sweeping in as a major fashion 
force, said the committee. It is al- 
ready well rooted in high-style and 
high-grade lines and is_ rapidly 
gaining momentum in medium- 
priced lines. And it is in the me- 
dium and higher-priced areas that 
the oval toe will make its strong 
bid for consumer popularity next 
season. 


Mandolin Toe Gaining 


“Another fast-moving surprise,” 
the committee reported, “is the 
mandolin toe—wide, thin and semi- 
square. This makes a handsome 
tailored and walking shoe. This 
very dramatic change in last styl- 
ing has caught on well in high- 
style, high-grade lines, and an 
appreciable number of smart shoes 
in spring lines will be based on the 
mandolin toe.” 

The so-called Italian square-toe 
last, with a soft and small wall, is 
opening fresh styling treatments 
for shoe designers, the committee 
added. 

Another “surprise” is the open- 
toe, open-heel last on 23/8 heel 
heights. There are signs of a come- 
back for this last and shoe, which 
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Spring, Oval Gaining 


a few years ago enjoyed a long 
reign of popularity. The open-toe, 
open-back last will also be seen in 
dressy, low-heel (3/8 to 4/8) heels. 

Other Allied Show styling com- 
mittees also issued reports of their 
findings, in preparation for the Au- 
gust 1-4 show at the New York 
Trade Show Building: 


® Coated Shoe Fabrics: Advance 
sampling and orders indicate that 
coated fabrics will experience their 
biggest season in history for 
spring, 1960, according to Irving 
R. Segal, chairman of the Style 
Advisory Committee on Coated 
Fabrics. 

A committee report attributed 
this to “the combination of high 
production and sales of shoes, new 
fashion and technical developments 
in coated fabrics, and the continued 
firm tone of the leather markets.” 

Mr. Segal, who is vice-president 
and general manager of Middle- 
town Rubber Corporation, cited de- 
velopments in new grains and sur- 
face finishes in coated shoe fabrics. 
Virtually perfect matching of all 
popular upper materials, from pat- 
ent to punched surfaces, has given 
a real spur to coated fabrics in 





For New Product Displays 


§ 


Two ideas for showing new styles, both 
effective and easy to mail. At left: 
“Pulloverette,” a new device from John 
R. Evans & Company for showing leath- 
ers. In effect a two-dimensional pullover, 
it gives more realistic look by use of 
foam filling for the leather. Shown here 
is Evans Peerless White (Transparent) 
kid trimmed with Absinthe, in Peerless 
Colored (Transparent) kid. At right: 
actual wood in miniature, showing one 
of Sterling Last Corporation's "Halo" 
lasts, described as "gently ovalled." 


shoes retailing above $3 a pair, he 
said. 

Unique combinations of leather 
and coated fabrics are reported 
gaining favor. Use of coated fab- 
rics in matching or contrasting tex- 
tures and color tones is applying 
increasingly to straps, vamps, 
plugs, heel covers, trims and other 
treatments, against a leather base 
or background. 

Color matching to all popular 
shades has reached virtual perfec- 
tion in the new coated fabrics. 


® Shoe Trimmings: In next 
spring’s shoes, trimmings will ac- 
centuate simplicity by way of 
muted tones, subtle textures and 
subdued highlighting, according to 
the Allied Products Show’s Style 
Advisory Committee on Shoe Trim- 
mings. A. E. Martin, committee 
chairman and head of Pero & Dan- 
iels, said, “The busy, cluttered ef- 
fect of bows, buckles and large 
ornamentation is yielding to more 
subtle, delicate trims. Flamboyant 
fashion in footwear is being sup- 
planted by quieter and lighter 
treatments, and this will be ex- 
pressed creatively throughout the 
whole field of shoe trimmings for 
next season.” 

There will be small braided ac- 
cents—plain, or metallic, or leath- 
er-covered. Braiding on 3/16-inch 
widths will be double-needle stitch- 
ing, and single-needle on the %%- 
inch widths. Most popular appears 
to be the 3/32-inch width. Braid- 
ing will be featured strongly in 
women’s and _ children’s _ street 
shoes. 

Gore trims are becoming increas- 
ingly popular for design as well as 
functional use in both men’s and 
women’s shoes. 

Textured and metallic (or metal- 
surfaced) gore trims will be much 
in evidence for spring. This type 
of gore trim, incorporated in the 
shoe design, will be used to drama- 
tize otherwise very simple or stark 
footwear. 

With straps gaining in popular- 
ity, much of the trim will be found 
in neatly matched elasticized bind- 
ings around the outside collar, self- 
colored grosgrain strips and pat- 
terns on the vamp. Multiple cor- 
dines and soutaches are also seen 
on the increase. 

The use of piping appears to be 
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making a comeback, though not yet 
to any substantial degree. 


© ‘“‘Hidden’’ Components: The 
“hidden” components in shoes are 
now playing a vital role in fashion 
as well as functional values in foot- 
wear, according to the Advisory 
Committee on Shoe Components. 

“In today’s shoes, outside appear- 
ance is becoming increasingly de- 
pendent upon inside features,” 
stated Henry P. Clayman, chairman 
of the committee and head of Philip 
Clayman & Sons, Inc. 


“Such factors as flexibility, soft- 
ness, fit, comfort, shape-retention, 
lightness of weight and styling con- 
tour have become dominant fash- 
ion and functional characteristics 
of today’s shoes,” he said. “These 
characteristics, such as expressed 
through the Continental influence, 
are being achieved primarily 
through the inside components of 
the shoes—such as insole, counter 
and box toe.” 


The committee report cited some 
recent developments: Insole mate- 
rials continue to move toward even 
greater flexibility and cushion- 


comfort. Strong interest is being 
shown in re-processed leather-type 
materials, chiefly imported, to sup- 
plement the less-available leather 
insole. For shape-retention in the 
unlined pumps, non-woven mate- 
rials are gaining preference. 

There is increased use of insole 
strips, due to the ability of the in- 
sole strip producer to utilize the 
proper materials in the correct 
places to achieve maximum per- 
formance benefits. The trend con- 
tinues toward shape-retaining and 
cushion-type materials for insoles. 

After a long-term trend from 
hard to soft box toes, there is a 
gradual movement back to the hard 
box toe—due to the needle and 
tapered toe lasts requiring firm toe 
contour. However, there is a paral- 
lel trend toward the flexible box toe 
which has firm side walls but a 
soft-flexible top surface. 

Counters have undergone impor- 
tant changes over the past two 
years. Much interest is being shown 
in plastic-type counters as well as 
base-saturated types of paper and 
cloth, which are activated either 
by heat or solvents. 


Wimpfheimer Offers 3 Shades 
In Washable Nylon Velvet 


NEW YORK—Black, scarlet and 
dark gray are the colors being fea- 
tured in Wondervel, 100 per cent 
nylon velvet by A. Wimpfheimer & 
Bro., according to Arnold Stimmel, 
vice-president. Washable and scuff 
resistant, with durable finish, Won- 
dervel comes from the mills of the 
American Velvet Company in Ston- 
ington, Conn. 

The three colors in which this 
fabric is being dyed have been 
chosen as suitable for year-round 
wear in women’s, girls’ and chil- 
dren’s shoes. 


Joseph Kraus Sells Interest 
In Fashion Art Footwear 


LOS ANGELES — Joseph Kraus, 
founder of Fashion Art Footwear 
here, announced he has sold his in- 
terest to his partner, Henry Podos. 
Mr. Kraus, who was secretary in 
charge of sales and administration, 
will remain as sales manager. 

Fashion Art manufactures a cas- 
ual folding type of shoe. 
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Armour Adds 3 Tannages 
In Women’s Line for Spring 


SHEBOYGAN, WIS. — Armour 
Leather Company has added three 
newly developed tannages to its 
women’s line for spring 1960. 

One of them, Bonnieskin, is a 
close-napped, mill-dyed silky suede. 
Said to be finding ready acceptance, 
it is offered in an array of neutral 
as well as full-colored pastel shades 
for all types of women’s footwear. 
Leading colors are Cashmere, Nut- 
shell and Bone, in the brown to 
beige family; Soft Gray, Apple Blos- 
som (Mid-Pink) and a pastel yellow 
called Goldfinch. There is also early 
interest in white for spectator com- 
binations as well as all-over white 
shoes, 

Flora is a full-grained leather 
with a waxy, draggy finish. It was 
made through the influence of Con- 
tinental styling so prevalent in 
American-made shoes or as a trim 
in combination with Bonnieskin. 

The third tannage, Poliskin, is a 
burnished-grain version of Flora. 

All three are available in lined or 
unlined weights and in the same 





colors, according to Duke Miller, 
Armour’s style and promotion di- 
rector. 


Martin’s NyloVel Marketed 
In 10 Spring Colors and Black 

NEW YORK—NyloVel, 100 per 
cent nylon velvet by Martin Fabrics 
Corporation, is being offered to the 
shoe trade in 10 new spring colors, 
in addition to black, according to 
Michel du Boulay, New York man- 
ager. 

The spring color range consists 
of Dogwood, a pink; French Lilac; 
Oyster; Kumquat, a soft orange; 
Fig Leaf, a soft, medium green; 
Mimosa, soft yellow; Regatta, a 
middle blue; Martinique, a light 
blue; Cloud, a middle gray; and 
Cobbler Tan. These colors have 
been developed for women’s, girls’ 
and children’s shoes in a variety of 
types. 

Both cotton and rayon faille back- 
ings are used for all the colors. 
NyloVel is durable, resists scuffing 
and is washable, according to Mr. 
du Boulay. 


Mutual Shoe Co. Decorates 
Empire State Bldg. Offices 


NEW YORK-—Sliding panels can 
divide a large open selling area into 
several smaller rooms in the newly 
decorated Foot Flairs showrooms of 
Mutual Shoe Company, in the Em- 
pire State Building. 

In the new showrooms, revolving 
panels hold shoe samples. When not 
in use, they fold back to hide the 
shoes and leave only attractive wood 
panels showing. Pegboards hold the 
shoes and a gadget permits placing 
the footwear in three positions. 

Attention to detail is shown in 
the matching metals used through- 
out, and the variety of eye-appeal- 
ing woods—beach and teak in the 
furniture and walnut for the doors. 
Neutral rugs are restful as is the 
lighting. Special spotlights are 
used for the shoe displays. 


Wellco Showroom Opens 

WAYNESVILLE, N. C.—Wellco 
Shoe Corporation has opened a per- 
manent showroom in the Pacific 
Building, 821 Market St., San Fran- 
cisco. 








when you need a iot more 





than an ordinary shoe... 


Munrebeck 


FOOT-so-PORT 
SHOES 


FOR 20 YEARS... America’s 


number one repeat sale shoe. 


Comfort never goes out 
of style. Steady sales 
and profit with Ameri- 
ca’s one complete line 
of men’s, women’s, and 
children’s comfort 
shoes. From one sup- 
plier, one quality, and 
one construction. 


“The only shoe of its kind 
in America” 


$012 
TAN LUXOR CALF 


Write for . . . the story of the “Shoe they said, couldn’t be made” 


FOOT-SC-PORT SHOE co. Oconomowoc, Wis. 


so ws of & 





NATIONAL SHOE FAIR 
Room 804 Palmer House 
or write for representative to call 











23rd INTERNATIONAL FOOTWEAR SHOW 
VIGEVANO, ITALY, SEPT. 12th-20th, 1959 


on a 


Shoes of all types 
Latest fashion models 
Tanned hides and skins 
Machinery—Chemicals 
Accessories and allied products 


INDUSTRIALISTS AND MERCHANTS OF THE SHOE INDUSTRY 
visit the Greatest Footwear Show in Vigevano, 
in the City called "Capital of the Shoe" 
ONLY THIRTY MINUTES FROM MILAN 
ITALIAN RAILROAD FARE REDUCTIONS 


Applications for attending and information at the 
Secretary's Office of the 


“SALONE MERCATO INTERNAZIONALE DELLE CALZATURE” 


(International Footwear Show) 
Palazzo delle Esposizioni, Vigevano 


Telephones: 2894, 2895 
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Where to Buy 


BOX HANDLERS JOBS GIVE-AWAYS 


GET READY anew: hence For Over 43 Years U4, GAtlinen 


for your eran Headquarters For 


RUSH ue CANCELLATION 
BUSINESS 2 aS STORES 


Long Arms will save you 
lots of TIME AND EN- 
an age oy ~ shoes | | ce 
rom the high shelves in Leama : : 

a jiffy and return the empties upside down. Quality Brands Lowest Prices 
LONG ARMS with 24", 36", 48", 60" handles, 2 
$3.50; with 72", $4.50. Prepaid postage in USA: Largest Stocks All Price Ranges 
Order several. Satisfaction guaranteed. Your 
jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn. by Re be Sars 


IMPORTED SHOES MOSINGER- COHN 


1235 Washington. St Louis 3 
GENUINE wih ; 


dhe. 


MADE AND SOLD 
ONLY 

















Low cost, superb ad- 

vertising. Choice of 

2 designs. Large 
area for your | 

store name. 
























































BC-PLANET COVER 

Biue on white paper BC-5 COLLEGE 
Everyone Who Knows Comes to BARIS STORE NAME up to 
SURPLUS SHOE STOCKS = 
from best sources always on hand 


at action prices 


| ; ith eve rder. STREA 
EANATIL ie A a | S THE NATION'S FINES y 
q DR 5-8390 CANCELLAT ON | one ec } é jiveaways 


DISMAR 
79-81 READE ST., N. Y.7 + WO 2-5180 Clearfield, Phila. 34, Pa 


MERCHANTS’ NEEDS 


IRVIN RUBIN INC. The House of Jobs Mats «x» Ideas 


FOR VOUR 


Highest Prices Paid Will Buy Your Close Outs NEWSPAPER, ADVERTISING 


Red on white paper 


[ 1000 | 2500 [| sooo | to 000 |! 
| $36 M | $33 M | $29.50 M | $25.50 M | i 











Ile 


Mercantile 




















Complete Shoe Stocks Short Leases Assumed —if you advertise in newspapers 
write today for free samples of 


For Quick Action, write, wire or phone collect 1. Sterling Shoe Mat Service 


An outstanding service of 
80-82 READE STREET, N.Y.C. 7, N. Y. pA ggg ee 
Barclay 7-7887-8 graphs and beautiful art work 
for direct mail and newspaper 
advertising. 














Endicott Johnson to Set Up Ira Knapp, general manager of the 2. — Edwards Idea Clipping 
Pilot Plant with Automation Binghamton-Johnson City division, rvice 
2 said that the corporation has for Actual newspaper tear sheets of 
ENDICOTT, N. Y.—A pilot plant many months studied means of im- ads of shoe stores; you select 
to test automated shoe manufactur- proving its production and market- the exact stores and cities you 
ing procedures is being set up by ; . ag - want to see or leave the selec- 
3 ; Y ing procedures in order to increase tion to our advertising staff. 
Endicott Johnson Corporation at sales and cut costs per unit 
ty hes he . iin: OO + en oe VINCENT EDWARDS & CO. 
pilot plant, EJ has vacated es EJ movement of materials and partly W orld’s largest advertising 
’ completed shoes is a major need. He service organization 


Public Market building, -story, i 
Se ee a ee added that hand-pushed racks are 342 Madison Ave. 


extensively windowed brick struc- ‘ : New York Cit 
ture containing 25,000 square feet "OW used in most EJ plants, and in : 
of floor space. the plants of other manufacturers ——— 


EJ is now making preliminary 48 well. the pilot plant, Mr. Knapp said. The 
studies of the machine complex to Shoemaking machines of ad- opening of the new plant will take 
be installed in the empty building. vanced design are contemplated for place in a “matter of months.” 
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Personnel 





JOSEPH CORCORAN 
Elected President 


Elected... 


Joseph M. Corcoran, as president 
of Jones and Vining, Inc., Brockton, 
Mass., last manufacturing firm, suc- 
ceeding Howard C. Vining, who 
died recently. Laurence W. Jones 
becomes vice-president. They will 
hold the same positions in the Jay 
Vee Shoe Tree Company. 

Edward A. McNeill, as president, 
and Kenneth W. Payne, as vice- 
president and general manager of 
the Ainsworth Shoe Company, To- 
ledo, O., wholesaler. George B. 
Heck recently resigned as presi- 
dent. 

Samuel H. Hostetter, as vice- 
president of W. D. Byron & Sons, 
Inc., tanning firm. He will be in 
charge of the Hanover, Pa., divi- 
sion, which makes flexible inner- 
soles. 


EDWARD McNEILL 
Heads Ainsworth 


Retiring... 


A. G. Sims, from United Shoe Ma- 
chinery Corporation after 40 years’ 
service. Most recently he was as- 
sistant district manager of the St. 
Louis branch for nine years. 

John B. Long, from Virginia Oak 
Tannery, Luray, Va., after 37 years 


JAMES A. HANSEN 
Named by Accent 


©. A. OLSON 
To Queen Quality 


RAYMOND SEAMAN 


D. S. STAUFFER, JR. 
Credit Manager 


General Manager 
in the tanning industry. He was 
warehouse foreman. 


Appointed... 


Earl Baldwin, as president of 
Saval Shoe Company, Los Angeles, 
a West Coast subsidiary of Gen- 
esco. For three months he has been 
plant manager of Saval. 

Dickson S. Stauffer, Jr., as gen- 
eral manager of Utrilon division of 
International Shoe Company, St. 
Louis, succeeding J. H. Gimblett, 
who is retiring. Mr. Stauffer is a 
26-year veteran with the company. 

Raymond L. Seaman, as general 
credit manager of International 
Shoe Company, St. Louis. For four 
years he has been general manager 
of the company’s Feltman & Curme 
division. 

Opie R. Wilson and Lawrence 
Smilan, as sales representatives for 
Bates Shoe Company, Webster, 
Mass. Mr. Wilson’s territory in- 
cludes Tennessee, Kentucky, West 
Virginia, southern Indiana, south- 
ern Ohio and parts of Virginia. He 
succeeds Gordon Robinson, who is 
retiring. Mr. Smilan will cover 
Florida, southernmost Georgia, 
southernmost Alabama and eastern 


DON ROSENBAUM 
Also with Accent 


PAUL E. CLARK 
Appointed Stylist 


LAWRENCE SMILAN 


OPIE R. WILSON 
Also with Bates 


Named by Bates 


Louisiana, including New Orleans. 

Paul W. Humphries, as sales rep- 
resentative for E. E. Taylor Corpo- 
ration, Freeport, Me., traveling II- 
linois, Wisconsin and northwestern 
Indiana. He succeeds John K. Ham- 
bene and will have headquarters in 
Pontiac, Ill. 

Bill Urquhart, as a sales execu- 
tive for the Baby Deer division of 
Trimfoot Company, Farmington, 
Mo. He will be based in Chicago. 

O. A. Olson, as sales representa- 
tive for the Soft Pedal line of 
Queen Quality division, Interna- 
tional Shoe Company. He succeeds 
J. H. Chapman in a realignment of 
territories. With Burlington, Ia., as 
headquarters, Mr. Olson will cover 
Nebraska, the Dakotas, Iowa, Min- 
nesota and Wisconsin except for 
those counties which Mr. Chapman 
will continue to cover. 

James A. Hansen and Don Rosen- 
baum, as sales representatives for 
Accent division, International Shoe 
Company. Mr. Rosenbaum will cover 
New York, New Jersey, eastern 
Pennsylvania and the New England 
area, with headquarters in New 
York’s Marbridge Building. Mr. 
Hansen will cover Minnesota, Wis- 
consin and the Dakotas, with Min- 


BILL WILLIAMS 
At Irving Drew 


RICHARD ANDERSON 
Named by Kinney 
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BILL URQUHART 


PAUL HUMPHRIES 
To Joins Trimfoot 


E. E. Taylor 


neapolis as his headquarters. 

Paul E. Clark, as stylist for Acme 
Boot Company, Inc., Clarksville, 
Tenn. He will be in charge of the 
styling of Wellingtons, outdoor 
boots and other “service line” boots. 

Bill Williams, as assistant to 
Herb Segur, line sales manager of 
the Cantilever-Ground Gripper divi- 
sion of Irving Drew Corporation, 
Lancaster, O. Mr. Segur plans to 
retire late this year. 

Richard L. Anderson, as associate 
buyer of women’s novelty shoes for 
G. R. Kinney Corporation, New 
York. He will work with Emil M. 
Alberts, buyer of women’s novelty 
shoes. 

Bernard R. Freedman, as buyer 
of women’s dress shoes for Spencer 
Shoe Corporation, Boston, which op- 
erates a retail chain. 

David Sklar, as real estate spe- 
cialist for National Shoes, Inc., re- 
tail chain with headquarters in 
New York City. 

Julian Frankel, as vice-president 
of Velcro Sales Corporation, New 
York. 

Frederick R. Matthews, as man- 
ager of the Silicone Specialties di- 
vision of Dow Corning Corporation, 
Midland, Mich. 


F. R. MATTHEWS 
Division Manager 


B. R. FREEDMAN 
Joins Spencer 
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Milford Uses Display Cabinets to Push Multiple Sales 


MILFORD, MASS.—A campaign 
to promote multiple sales has been 
launched by the Milford Shoe Com- 
pany, high - grade 
men’s shoe manu- 
facturers here. Aim 
is “to sell the dis- 
criminating man a 
complete shoe 
wardrobe that 
could cover every 
occasion and all en- 
sembles.” 

A “Collector’s 
Cabinet,” made of 
walnut, is being 
made available to 
retailers for dis- 
play purposes or 
for resale to their 
customers (ap- 
proximate retail 
price, $150). The 
cabinet is designed 
to hold and exhibit a complete shoe 
wardrobe of 12 pairs. 

Coinciding with the promotion, 
Executive Vice-President Bruce Cur- 
rie has developed a line of 14 new 
in-stock styles to be called “Gaunt- 
lets.” Made of a new Littleway con- 
struction, they are said to combine 
long wear and shape retention with 
medium weight and flexibility. 

Mr. Currie claims that the Gaunt- 
let construction “eliminates the stif- 
fening feature of standard channeled 
innersoles and standard welts.” The 
front portion of Gauntlet insoles is 


skived thin and covered with supple 
glove leather. A _ flexible beveled 
stripping replaces the standard stiff 


"Collector's Cabinet" for Gauntlets promotion holds 12 
pairs. This is how a retailer might display them. 


welt of the shoe. 

The Milford firm is marketing 
Gauntlets under a new merchan- 
dising plan, “Gauntlets from the 
Collector’s Cabinet,” and also as 
“Matrix Gauntlets” or “Milford 
Gauntlets.” 

National advertising for fall will 
stress the importance of a full shoe 
wardrobe. A catalog is available. 

Company President Paul McBride 
said more than 40 leading retail ac- 
counts had identified themselves with 
the merchandising plan within three 
weeks after its inception. 





Softened Colors Introduced 


In Beggs & Cobb’s ‘Fresco’ 


BOSTON—Beggs & Cobb’s Fresco 
leather has a new softened color 
range for 1960, designed to go with 
the more delicate styling of women’s 
spring shoes. 

It is the same silky smooth, mel- 
low tannage as Verano with the 
same natural leather look. Actually 
it’s the same leather. The new name 
has been given for registration pur- 
poses. 

The most important Fresco colors 
are in the brown and beige families, 
according to Miss Polly Drew, the 
company’s fashion director. These 
include two browns — Norwegian 
Tan and Continental Tan—and 
three beiges—Fleece, the popular 
volume shade, Mushroom and Moth. 


These browns and beiges are de- 
signed especially to be used in com- 
binations. 

Twin-tone styling—family colors 
designed for blending—is an inter- 
esting color concept in the Fresco 
leather. 

Fresco leather is now available in 
lined as well as unlined weights, ex- 
tending its use to dress patterns as 
well as casual, sport and _ tailored 
types. 


Burg Names Representative 

BOSTON—The A. S. Burg Com- 
pany, shoe fabric converters, an- 
nounced the appointment of L. W. 
Keith & Son as its sales representa- 
tive in southeastern Pennsylvania, 
Virginia, Maryland and parts of 
New Jersey. 





ISCO Surveys Developments 
In Women’s Shoes in Europe 


ST. LOUIS — International Shoe 
Company has inaugurated a new 
plan under which women’s shoe de- 
velopments in Eu- 
rope will be re- 
viewed annually by 
the company. 

Phil H. Miller, 
marketing man- 
ager for women’s 
shoes for Interna- 
tional, flew to Lon- 
don in mid-July to 
start a three-week 
series of meetings 
with shoe stylists PHIL H. MILLER 
and manufacturers there and in Eu- 
rope. He surveyed lasts, materials 
and colors as used by stylists abroad. 
In Italy he met with stylists at 
Rome, Florence, Venice and Milan. 

Upon completion of this first an- 
nual fashion review trip abroad, Mr. 
Miller was expected to return to 
New York August 3 to attend the 
Leather Show. 


Tucker Wins Erhart Trophy 
At St. Louis Trade Outing 


ST. LOUIS—Ralph Tucker, presi- 
dent of Omega Shoe Company, won 
the golf trophy for his low gross 
score at the St. Louis District Shoe 
Trades Association annual outing. 
The trophy was donated by William 
P. Erhart, president of Erhart- 
Peterson Leather Company. 

More than 700 attended this 14th 
annual outing of the association at 
Norwood Country Club. Hap Thoelke 
won the tennis singles. Bait casting 
champion was Bill Soukup. The vic- 
torious cork bal] team was made up 
of Larry Rericha, Rudy Mandle, Ken 
Hoffman, Robert Dieckhaus, Eugene 
Karcher and E. C. Knight. 

Additional golf winners included 
Nick Just for the blind bogey and 
George Foster for hole-in-one com- 
petition. Gus Robinson and Paul 
Goltschman were winners in the 
horseshoes tournament. 

The following directors were 
elected for three-year terms: Walter 
Johnson, Brown Shoe Company; 
Max Gillette, International Shoe 
Company; Gene Bernard, Bernard 
Shoe Industry Supply Corporation; 
Don Martin, United Shoe Machinery 
Corporation, and Bob Lyons, Fred 
Lyons & Company. 
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Classified and Want Ads 





WANTED TO PURCHASE 


WANTED TO PURCHASE 








CLOSE OUTS 


1603 South Michigan Ave. 
Phone or Wire Collect 





KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 











Canvas Casual Sales Near 
Record, Goodrich Reports 


NEW YORK — Near-record sales 
of canvas casuals have been regis- 
tered this year by the B. F. Good- 
rich Company, J. C. MacKinnon, 
sales vice-president, told members 
of the Goodrich and Hood sales 
staff. 

At regional meetings in Philadel- 
phia and Chicago, Mr. MacKinnon 
reported: “Early and sustained 
warm weather has been responsible 
for a substantial increase in the de- 
mand for all types of canvas foot- 
wear.” 

While leather prices have been 
rising and non-leather materials 
have been gaining, the vice-presi- 
dent said, acceptance of canvas- 
topped, rubber-soled casual shoes 
has been increasing. 


Gilbert Adds Feature Shoes 


THIENSVILLE, WIS.—A line of 
feature shoes has been added by The 
Gilbert Shoe Company, manufac- 
turer of Kali-Sten-Iks children’s 
shoes. 

The new shoes are known as Kali- 
Ped-Iks and are made and stocked in 
six patterns. These include a brown 
and black Allenite shield tip oxford; 
a black and white saddle; a red Al- 
lenite shield tip two-strap; a white, 
plain-toe blucher high shoe, and a 
brown Allenite shield tip high shoe. 

Additional construction features 
in these shoes include a long inside 
counter to prevent the foot from 
rolling in, and an orthopedic heel as- 
suring more support on the inside of 
the foot. There are wide, heavy-duty 
steel shanks to assure proper rigidity 





WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 














IMPORTED SHOES 
GENUINE 
Audie. 
MADE AND SOLD 
ONLY 
BY 





Mercanit INTER ATIONAL 


33 Broadway NY 





FACTORY MANAGEMENT 








HEVERLE and HAY 
121 Nerth Broad Street 
Philadelphia, Pa. 
Specialists in Leather Saving, cutting 
eontrol, and all shoe management 

problems. 

















where it is needed. 

The feature shoes were added to 
the regular line after requests from 
the trade for some rigid shank shoes, 
according to Leo F. Molling, sales 
manager. 


Proctor Ends Plaspro Tie 


ST. LOUIS—The Proctor Counter 
Company announced it will no 
longer act as sales representative 
for Plaspro heel covers made by 
Peabody Plastics of Peabody, Mass. 
Basis for the decision, said a com- 
pany spokesman, is the “widespread 
increase in the use of genuine 
leather heel covers.” 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND * curPLUS SHOES 


OVERJOYED you surely will feel like kiss- CANCELLATIONS 
ing him. COMPLETE STORES 


Write or wire for fast ac- 
quality men’s, 


PLEASE DON'T ps aad children’s shoes. 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear FOr OVER 43 YEARS 


UNCLE Louls Camitta & Son MOSINGER-COHN 


91 Reade St., N.Y. C. WOrth 2-5063 re ee 

















Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE, 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil’’ 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 

LEASES ASSUMED S 

YOUR NAME PROTECTED Hi 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 








TOP DOLLAR! 


FOR Your, bos AND ENDS, CLOSEOUTS 
R COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. 6, Pa. 
Phone: WA 5-9533—WA Dera 




















WE PAY MORE /._.,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. ivanhoe 1-9830 











M. STOFF and CO. 


CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 




















Va BARIS BUYS for CASH 7/7777 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 
79-81 Reade St. « METI: mS. © Tel: WOrth 2-5180 


WY Yy YU yy Uy} Myy)q@j 


SS THE BATION. FINEST 
GANCELLATION SHOES 





_UMEEEEEHHEEHEEHEEEMEEltv 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 
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Classified and Want Ads 














SALESMEN WANTED 


SALESMEN WANTED 


BUSINESS OPPORTUNITY 














MEN'S SHOE 
SALESMAN 


Bates Shoe Company has an opening 
in Southeast territory (N.C., S.C., GA., 
ALA.) for a shoe salesman. Must have 
successful shoe sales experience on a 
wholesale level. Ability to organize and 
travel large territory important. Knowl- 
edge of promotion and merchandising 
techniques at shoe retail level required. 
Outstanding opportunity to represent a 
fast growing—well established, medium- 
priced men's shoe manufacturer—includ- 
ing well known Floater and Pompeii cas- 
uals. Mail detailed resume (complete 
with business and personal references) 
in confidence to: 


Bates Shoe Company 
Park Street, Webster, Massachusetts 
Att.: Mr. Charles Wilbur. 








SALESMEN 


To carry Line of $10.95-$12.95 Women’s Fashion 
Shoes. In stock and Make-Up. Territories: New 
England, New York State, Middle Atlantic States, 
Chiecage area. 


WRITE: BUD BARON, 


DINE SHOE CORPORATION 
134 Water Street, Wakefield, Mass. 





Children's Shoe Salesman 


METROPOLITAN NEW YORK, NEW JERSEY. 
Well established territory of many years. Children’s, 
Misses’, Junior Misses’, Boys’ Shoes. Instock — 
excellent proposition hd right man. All applica- 
tions treated confident 
Reply to Box 584, aeer & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











BRILLIANT BROTHERS COMPANY 


190 Lincoln Street 
Boston 11, Mass. 


National Distributor Men's Popular Price 
Dress and Work Shoes—exclusive or sideline. 
Territories: Louisiana, Mississippi; North Da- 
kota, South Dakota, Wyoming; Kansas, 
Missouri; Nebraska, lowa. Enclose resume 
and references. 








OPEN TERRITORIES 


WYOMING DAKOTAS 
UTAH NEBRASKA 
COLORADO NEW MEXICO 


COMPETENT SALESMEN 
Write with Full Particulars to 
COBBLERS, INC. 


1212 STANFORD AVENUE 
LOS ANGELES 21, CALIFORNIA 














SALESMEN WANTED FOR... 


IOWA, MINNESOTA, NEBRASKA, DAKOTAS. 
Well known Middlewest Manufacturer of Children’s, 
Misses’, Growing Girls’ and Boys’ Shoes; Instock 
ae 7% Cammission. Sideline salesmen con- 
sidered. 


Reply te Box 583, BOOT & SHOE RECORDER 
Chestnut & S6éth Streets, Philadelphia 39, Pa. 








Ww ANTED SALESMEN: Our expansion re- 
quires more men to carry our very competitive 
and strong line of men’s and children’s In- 
Stock Shoes. Wonderful opportunity for ex- 
perienced men. Replies held in confidence. 
Available territories: Texas. Oklahoma. Rocky 
Mountain States, Iowa, Arkansas, Kentucky, 
Virginia. Reply to Box 580, Boot aNp SHOE 
Recorver, Chestnut & 56th Streets, Philadel 
phia 39, Penna. 











SALESMEN & AGENTS 
WANTED 








BROKERS FOR SHOE POLISH 
SELLING SHOE CHAINS 


New Imported High Quality Shoe Pol- 
ish with sales appeal. Replies confi- 
dential. State territory. 


Reply to Box 586, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














LINE WANTED 


LINE WANTED: YOUNG, MARRIED 
MAN with two years’ college and three years’ 
retail shoe experience, desires Line for South 
Eastern States. References. Reply to Box 577, 
Boor anp Snore Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








HELP WANTED 








DISTRICT SALES MANAGER 


To supervise sales and distribution of high- 
grade men's imports—in-Stock and Make- 
Ups. Available districts Eastern Seaboard 
and Southwest. Very attractive offer for 
right man. All replies held strictly confi- 
dential. 

Reply to Box 562, BOOT & SHOE RECORDER 
Chestout & 56th Streets, Philadelphia 39, Pa. 





SALESMEN WANTED: LINE OF MEN’S 
AND BOYS’ Popular Priced Dress Oxfords. 
Territories: California, Oregon and Washing 
ton. Good commission paid monthly. State 
experience and list references. Reply to Box 
578, Boot anp SHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 

WANTED: SALES REPRESENTATIVE 
for Southwest Territory, Kansas, Oklahoma, 
Arkansas, Missouri. Complete Line of top 
quality functional feature shoes. Established 
accounts. FOOT-SO-PORT SHOE COM- 
PANY, Forest and Westover, Oconomowoc, 
Wisconsin. 


EXPERIENCED SHOE S SAL ESMAN: Out- 
standing opportunity for men with road ex- 
perience to represent Nationally known In- 
Stock Line of Men’s and Children’s. Ex- 
tremely competitive. All replies confidential. 
Territories open: West Virginia, Pennsylvania, 
Indiana, Illinois, Michigan, Nebraska, Ohio. 
Reply to Box 581, Boot ann SHOk RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


MANUFACTURER OF POPUL AR PRICE 
MEN’S DRESS LINE expanding production, 
and needs established salesmen in the follow 
ing territories: Virginia, South Carolina, 
Louisiana, Arkansas, Oklahoma, Kansas, Mis- 
souri, Illinois, and Indiana. High commissions 
paid weekly. Spring Line ready by Septem- 
ber 15. Reply to Box 579, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Pa. 








MEN OR WOMEN 
WANTED 


Operate your own business with 
no investment and on your own 
time. 

RETAIL SHOE DISTRIBUTOR 
NEEDS MEN OR WOMEN IN 
YOUR OWN TOWN OR IM- 
MEDIATE TERRITORY. 
Excellent opportunity for any man 
or woman with retail experience 
to set up their own shoe business 
without any investment. 

Be your own boss—sell shoes on 
your own time to nurses, wait- 
resses, beauticians, schools, etc., 
a ready market of millions of users. 
Simple to earn $50 to $100 weekly, 
depending on number of hours you 
work. 

Also possible for right man or 
woman, who can obtain and super- 
vise own selling organization, to 
earn an additional $200 monthly. 


Reply to Box 574 


BOOT and SHOE RECORDER 
Chestnut & 56th Streets 
Philadelphia 39, Penna. 














DO YOU WANT DISTRIBUTION IN 
SOUTHERN CALIFORNIA? TI have 500 
accounts among shoe store and repair trade. 
What do you have—Shoes, Findings, Orthopedic 
items or new items? C. BRENN, 131 West 
Lomita, Glendale 4, California. 





FOR SALE 


PRIMEX X-RAY MACHINES, Electric 
Marking Machine, A. B. Dick Duplicator for 
Post Card or Letter. Make offer for all, or 
separate. J. B. BLOOM, 5265 Long Beach 
Blvd., Long Beach, California. 





CANCELLATION SHOE STORE, Better 
Men’s and Women’s; Established 12 years. 
Sale due to illness. Sales over $70,000 yearly. 
Can do more. Low rent. $10,000 down. Will 
finance balance. South Central location. Reply 
to Box 575, Boot anp SHOE ReEcorpeR, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 








FOR SALE: FAMILY SHOE STORE, 
Established 18 years; 100% Location. Top 
lines. Southern California city of 100,000 popu 
lation. Excellent opportunity. Owner has 
other interests. Full price $25,000. A good 
buy! Reply to Box 585, Boot anp SHOE Re- 
corpEeR, Chestnut & 56th Streets, Philadelphia 
39. Penna. 

















AGENT WANTED 


FOR SALE OR RENT 





ACTIVE AGENT FOR FINEST ITALIAN 
FOOTWEAR of all types required. Must have 
first class connections. P. F. SUTTON, 1 
Granville Road, Blackburn, Lancs. England. 





FOR RENT OR SALE, SHOE STORE, 
Located in Northern Michigan. Write: HAL 
M. HILL, 210 Burns treet, Charlevoix, 
Michigan. 


Boot and Shoe Recorder 
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August |, 1959 


in NEW YORK CITY 


The completely re-decorated 
Sheraton-McAlpin Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-McAlpin has 
completed a vast re-decorating pro- 
gram, it’s more of a “‘buy” than ever! 
The location is perfect for you—in the 
heart of the market, close to Penn 
Station, with all subways and buses 
at the door. 1400 rooms (1,000 of 
them air-conditioned), all with bath, 
radio, TV. All this plus these special 
services: all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards. 
It’s your hotel! Write for buyers’ rates, 


MEMBER OF DINERS’ CLUB 


Qreraton 


Vg Abe 


HOTEL 


Broadway ot 34th St., New York City 
Across the street from the Marbridge Building 





NOW...A SIMPLIFIED CONSOLE PULLER 
FOR SHOES LIKE THESE 


o> 
vs, 


Ss 


e Fewer Controls 

e Lower Cost 

e Easier Operation 
e Higher Production 


The United Pulling Over Machine — Model C— 
presents a new concept of pulling over in a three 
pincer console type machine for flatties, loafers, 
moccasins, ballerinas, and slippers. If your shoes fall 
within this classification, the Model C Puller offers 
operating and production advantages at a low 
machine cost. For further information call your 

local United office. 


UNI TED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 





“LOOK” for a fast mover! 


- 


—\ SHOE 
™: | saver! 


SILICONE water repelient Spray 
SILICON 
@ protects and preserves leather a nuan Gapeoren 


ANG waren repa.ien 


@ keeps feet dry... without rubbers 


@ keeps leather soft, comfortable ae tn 
: ¢ with dauber— 
@ keeps shoes new looking longer, | SILICONE 3 retail $1.95 
. LEATHER PRESERVATIVE 
easier to clean AND WATER REPELLENT 
a : 8 oz. spray can—retail $1.59 
Keeps Your Leet Diy 


Brecheod by AC-New = —=§- nS isn Soe 
National Adueriiving eid Fe ite Fhomotional Adt4¢- 


PACKAGING NEW FLASHER NEW NEW NATIONAL 
DISPLAY PROMOTION KIT ADVERTISING 


SHOE SAVER & Nig RICAN ‘WEE! ERLY 


————— 


[Field:Stream 
SPORTS AFIELD 


The New York Times Magazine | 


Compact, colorful counter Your 1959-60 “Portfolio for Powerful, timely . . . reach- 
display boxes that help D A Profit’ includes streamers, ing multi-millions of consum- 
you tell the SHOE SAVER® pines en ee handout literature, display ers during the best selling 
sales story! Sabie’ sciheal J tips, ad mats, radio-TY copy, months . . . building contin- 
ad reprints—the works, all ving acceptance and demand 
FREE — to help you cash inl for SHOE SAVER! 






































There’s a big 40% profit on every unit sale of SHOE 
SAVER. Be ready for your full share of extra profits 
during the big Fall-Winter campaign . . . order SHOE Mo Dow Corning 


Ciiiterelal ty 


SAVER and FREE sales aids from your distributor now! CORPORATION 


MIDLAND. MICHIGAN 
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BOYS' SHOES 


Plain Toes B UX. 


example 


Style 2436 


.BOYS' SHOES...BO 
B0YS' SHOES... 


»-_BOYS' SHOES.. 
BOYS’ SMOES... 
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-B6OvYS' SHOES... 


WHITE BUX _. 
GREY BUX —_— 
LODEN GREEN BUX 











»-BOYS'’ SHOES... 
._B6OvS’ SHOES... 


IN STOCK: 
YOUTHS’ + BOYS’ - BIG FELLOWS’ 








GERBERICH-PAYNE SHOE CO. MOUNT JOY, PA. 


Boys’ Shoes and Nothing But Boys’ Shoes 
As OndySERBERICH Makes Them / 


.BOvVS' SHOES... 
BOYS SHOES .. 





